Friday, February 25, 2000

LC asks if there is objection to recording the session.  There are no objections.

AGENDA REVIEW

LC: Quick intro of the goals and review the agenda. The agenda will act as a guide but we will be driven by the goals of the seminar and letting it evolve into what it should be.

· Goals

· Introductions

· Agenda Review

· Update on Green Home (State of the Union)

· Short Discussion of Advisory Committee & what makes a product green

· Dinner

GOALS OF THE SEMINAR

LC:

1. The goal of Green Home is to bring together a commitment to environmentalism with a business savvy that has not yet made any kind of an impact.   The goal of the seminar (as it related to this point) is to come together around that goal.

2. To (begin) to define green.  The entire point of the seminar is to figure out what is green.  What we do with that information is going to determine whether or not we succeed, raise money, to know what to carry and what not to carry and to stand up to scrutiny when we begin to make these kinds of claims.

3. Form an advisory Board (in service of goals 1 and 2) to actually have a process and methodology in place where we can define green.

MM: The advisory board is critical for certification and for having a certification department – a formal process for deciding what is green and having some collective wisdom to add to that formal process when stuff falls through the cracks.

It will do several things:

a. Allow us, as a group, to feel good about what we are offering and

b. It will give us a lot of credibility

c. Provide an opportunity to create a “dream job” for the members of the committee.

LC: (Continuing goals)

4. Figure out through the seminar how we can heighten the quality of communication we are presenting to investors and the rest of the world.

INTRODUCTIONS

Marc Mowrey

In 1984 in New Jersey, after the Resource Conservation & Recovery Act (RCRA) ammendments of ’84 had been passed, Marc and his father put together a company called Chem Link.  The idea was to automate the requirements of RCRA so that companies could have their Material Data Safety Sheets and their Hazardous Waste Manifest automated to comply with the new law.  It was too expensive (before personal computers) and no one went along with it – but the idea stuck with him.

He got involved in more grassroots efforts in the 80’s (Nader groups, Citizens Action, etc.).  Then Axil and Marc got involved in a number of “out there” ideas including the Fuller Environment Company to go door to door in a van, dressed in jump suits, knocking on doors selling environmental products and services.  Another was the Globall  - a computer shaped like a globe that would sit in your home and act as an in-and-out-port for environmental information.

After he got mono he decided to read the history of the environmental movement but he couldn’t find one – so he decided to write it himself.  He recruited Tim Redmond, Editor of the Bay Guardian, to help him write the book. The book was called Not in Our Backyard.  It was a history of the modern environmental movement from the Santa Barabara Oil spill to about 1992.

Marc has been at the EPA for about five years and involved with Green Home for a year and a half.

John Greenberg

In the 80’s, John worked for the New England Coalition on Nuclear Pollution – a New England-wide anti-nuclear group.  John did more or less everything at one time or another - fundraising, administration.  The final issue he worked on was that of low-level radioactive waste.  At some point he realized that the way to kill nukes was not to fight them but to make them unnecessary and the way to make them unnecessary was to save or conserve enough energy to make it plausible to displace them.  In Connecticut, 500 megawatts of electricity per year is displaced by energy conservation which, not coincidentally, is Connecticut Yankee.  

John was also involved with the now-defunct New Alchemy Institute.  They researched and developed a lot of technology but did not do anything with it.  One idea was for green houses that could be done in a n urban environment.  They would grow fish and the fish waste would be used to fertilize the green house – an entire ecosystem, called The Arc, but it was never commercialized in any way. 

Started GreenCo. Products in 1992 for the New Alchemy Institute but the Institute disappeared before that could happen.  The idea was to get these green products into the mainstream by supplying existing mainstream retailers rather than retailing the products themselves.  If we could just get real people to use the products in quantity – that is how you make a dent.

They do business with natural foods coops and other natural food stores.  He is always most pleased when he sells to the mainstream – the person who just buys products, like the Greek pizza place near him – they don’t speak much English but they understand that a compact fluorescent bulb is going to save them money.  It has to get to the person who doesn’t think of himself as an environmentalist but who just buys products.

John personally has an aversion to products that “look” green but are not – like paper that only looks recycled.  It is dangerous because it is pushing away the mainstream customer.

Linda Mason Hunter

Linda approaches or begins from the standpoint of “home” more that from the standpoint of  “green” which has been a sub-theme of her work.  Linda is a journalist who writes about the home and building and design for magazines, several books for other publishers such as Meredith (the publisher of Better Homes and Gardens and other magazines).  Linda was introduced to the idea of “green” during the very first Earth Day.  She was 24 years old, looking around, thinking that she wanted to be a socially responsible adult and this really got to her and stuck with her ever since.

In 1985 she quit Meredith and went to work for Rodale Press where she began writing an article called “the Healthy Home” for New Shelter Magazine.  A lot of people wrote and called her looking for information asking questions.  Linda could research these questions find the answers, but she was amazed to learn that nowhere had it all been put together before.

During the solar revolution Linda sought out solar houses to write about – some of which were done poorly and some were done well.  During the energy crisis when people were “tightening up” their houses, she saw some scary things being done.  She visited an apartment complex with a builder who said that the place was so tight that he could light a match and the match would not stay lit (which he demonstrated).  Linda realized that this was the next trend – the next route to take.

She went out to Rodale and started writing the column.  It was frustrating because it was hard to put all of the information into a column, so she decided to write a book.  Rodale published the book in 1989 (The Healthy Home).  It was the first book of its kind (though only by a couple of months.)

Linda is still writing about houses and she still tries to take the green approach. Later this fall Linda has a book coming out this fall with Northland publishing in Arizona about houses and design of the Southwest.  The Southwest by its nature lends itself to building in a natural way.

Three years ago, Linda met Lawrence at a yoga retreat shortly after he returned from India.  He invited her to be a part of Green Home. She had spoken to a number of people that weekend, told him to give her a call and did not really expect to hear from him.  Then nine months ago, she got the call.  Now she is here and excited and hopes we can make it happen.

Christi Graham

As a child Christi was asthmatic and that started her consciousness about materials like carpeting and synthetically-created environments. Later, she got involved with earth-based spirituality through Outward Bound and deep ecology.  The idea was to challenge one’s own personal belief system through nature.  She took a program called Eco Team – a program to get together teams people (friends, neighbors, co-workers) and gets them to work over a series of seven meetings, using a resource/work book on issues like reducing waste, reducing chemicals, issues of transportation, water, energy, etc. 

Christi took the course to meet people.  She thought she was as green as one could get because of her awareness of toxic chemicals, ingredients in cleaners, etc. Through the program Christi realized that she was wasting tons of energy and the program got her to take action on her good intentions and deepened her understanding of green.

She eventually became the director of Eco Team which they renamed Earth Team and changed the program.  Great satisfaction came from training these local teams of average Americans who were thrilled to get all of this information distilled into one place and the support to do it.  If the book told you to put a low-flow showerhead on it would also tell you where to get one and the team was there to get you to do it.  However, a lot of these resources were still hard to come by (mostly small, unreliable manufacturers).

She moved to San Francisco and got more involved in the building side because she believes that that is where the environmental movement is going.  Everyone wants a healthy house – that is where environmentalism begins.  She got involved with Architects, Designers, Planners for Social Responsibility – sat on their Northern California Chapter.

She got interested in environmental home inspections through the Institute of Baubiologie.  Christi took their certification course which she just finished in December (Linda Mason Hunter helped write the workbook).  

Since working with the Eco Tem program, she started thinking that it should be made easily available to the general public.  She wrote her thesis on how to get people to take action on her good intentions around environmental issues.  She wrote a business plan to do something similar to Green Home is doing.  She took a business course and tough she intended to get into retail and took a business class to that end.  After taking the course, however, she realized that she did not want to go into retail.  She decided that if she didn’t want to do retail, it could still be done on line and about one week later Lawrence walked into the Green Resource Center (in Berkeley - Christi is Director) and told her about Green Home.

The idea of having another body of people working on the project – being a part of it rather than leading the charge and having to do it herself – was thrilling.  It is the right time and she sees potential for collaboration between Green Home and the Green Resource Center – a center dedicated to education for alternative materials.

Susie Shannon

Started environmentalism as an animal lover and later a vegetarian.  She almost felt as though she was born an environmentalist – she was always aware of air pollution, factories and people “breaking the planet”.  After college she went to Eco Expo in 1993 and could not believe what was out there – she saw it as a revolution.  Susie got involved starting to do their conferences and later started producing their trade shows, marketing the products and helping different companies. 

A year and a half ago this crazy guy called her up and she thought he had a great idea.  He didn’t hear from him for a while – then in May (of 1999), the day before a show, he called and wanted to meet with her.  They met and talked for two or three hours and she was amazed at how quickly he had gotten the project up and running since they had last spoken.

Susie is still dedicated to environmental products but the show (Eco Expo) has switched over to business and government but she would like to concentrate on the retail consumer in order to create the market for these products.  

Susie recently did a report for the EPA on their environmentally preferable purchasing program – trying to map out a plan to show how procurement officers can start buying these products. 

Lawrence Comras

His involvement in greenness stemmed from his involvement as a producer for what ended-up being the very first multi-media CD-ROM produced in 1988.  A consortium of businesses (National Geographic, Apple Computer, and Lucas) were investing in renovating one of the pier fronts in San Francisco to turn it into a recreation of turn-of-the-century waterfront life.  As the centerpiece, they wanted an interactive environmental museum.  Lawrence wrote a proposal for something called GAIA (Globally Aware Information Architecture) which was to be an interactive computer environment that would ask visitors and participants to help save the planet.  It would act as a meeting place, a tourist attraction, a front end for environmental organizations, and it would provide information for scholars and visitors, all in an interactive environment with kiosks that would allow you to tap into up-to-the-minute reports on the eco-status of various key environmental issues.  It would also allow you to learn what you could do about these issues.  The new multi-media environment allowed people to follow the interests they had engendered from the things they were just learning at the time – the notion of what Lawrence called “learner-directed learning”.  The project did not happen – partially because although there was an Internet, there was no Web at that time.

Later Lawrence started a BBS (bulletin board system) which attempted to list the key environmental issues and the organizations working on them.  You could type in the issues you were interested in and it would tell you the groups that were working on that issue. 

Although these projects didn’t pan out – going around Northern California to interest people in the project was a great learning experience.  He met with Jerry Garcia, Baba Ram Dass, and a lot of other Marin/Bay Area people about what it would take to do a project like Green Home on a grand scale.

Lawrence also tried to put together Eco-line, a 900 number but none of these got funded.  In 1991 he realized he needed to learn more about the business and technology parts of the equation – which he did.

Lawrence worked for Broderbund Software in Marin, and ended up learning a lot about business, technology and websites.  He got more involved in the environmental movement through the Black Point Forest Rescue Project.  They tried to save the Blackpoint Forest from being developed (it was a partial success).

AGENDA REVIEW

I. Tonight

A. Go over what’s worked and what hasn’t worked. 

B. Advisory Committee – Discuss Lawrence and Marc’s initial thoughts about working as a committee, how it integrates with Certification and Testing – no need to resolve anything.  We will spend Saturday working as a committee and we’ll have an opportunity on Sunday to discuss how well the process works.

II. Saturday

A. Define what is green.  We will discuss why it is important to qualify Green, what the process is, how will we make it work and how will we make it known?

B. How Our Definition of Green is Applied to:

Products that exist, products that we would look for, how we pick and reject products.  If we know the products that we think are green, we can determine how big the market would be and we can start talking about how much money the company can make in a more realistic way which will help with investors.

C. Party Saturday evening – an opportunity to meet all of the other people who work with Green Home.

III. Sunday

A. Marketing – We’ll discuss the current green Hoem marketing message.  Davis Masten of Cheskin, Masten Marketing may be join us 
.

B. E-Commerce Primer – Jonathan Steuer of Scient will come to give us an overview of e-commerce – what could go wrong, what could go right and what it might look like if it went right – from a business perspective. We’ll have an opportunity to ask questions.

C. Advisory Committee – Having worked as an advisory committee throughout the weekend, we will then review how it went and how it might work for the business of Green Home.

TAKING GREEN TO MAINSTREAM AMERICA

The basics: Most people are interested in buying products that are healthy for themselves and the environment.  We have a lot of demand data that supports the premise of our business model.  The premise is that 50 – 70% of Americans indicate that they want to and would buy green products and services if they were easily available.  That means that there is a space out there for satisfying that demand that is not inhabited by anybody yet.

It is a fragmented market – there are no dominant players, no national brand.  There is a disconnect between people’s desire to buy green and they people supplying products to these people.

Green Home’s Key Reasons “Why That Is”:

1. Awareness – people don’t even know that green products exist.

JG: Like the paint store owners who say they won’t sell a products like paint stripper made from orange peel because the customers do not ask for it.  Of course they don’t ask for it if they don’t know it exists. 

LC: This is a problem he faces with investors who ask “if the demand is so high, why is penetration so low?   Good examples of products that did not exist but became huge because someone figured out a way to tap into the demand - cell phones, Mrs. Fields Cookies, Viagara and computers all prove that products with not penetration can still have huge demand.

2. Availability – Green products are hard to find.  Distribution channels are bad, suppliers are scattered all over the country, etc.

3. Price – Sometimes prices for these products are perceived as more expensive and sometimes they are more expensive because (for both legitimate and illegitimate reasons):

a. There is a legitimate premium that has to be charged for higher quality ingredients

b. Economies of sale don’t exist

c. Price gauging – people know they can get more for these kinds of products.

JG: Refuting these three reasons:

a.   Recycled paper is easier and less expensive to make than virgin paper.

b. Price gouging – he doesn’t think so but would be willing to come back to it.

c. Economies of scale – Paper companies ALL make a lot of paper.

John thinks the real problem is that there is a disconnect between supply and demand.  (SS agrees) Even though companies making recycled paper make a lot – they do not have the demand that there is for virgin paper and therefore have to charge more. 
  

Because it is more expensive, the demand is lower – creating a vicious cycle.  If people were to demand it, the price would go down.  John has appealed to schools to take responsibility to do this kind of buying.  They could help bring the price down.

MM: The government mandate for green procurement (Environmentally Preferrable Purchasing - Executive Order # 13101) should help this problem as well.  Getting the government to buy some of this stuff it should help break that cycle.

SS: In the consumer market there is a disconnect is among the entire chain (manufacturer, retailer and the general public). No one wants to take the gamble

JG: Big manufacturers don’t work to develop the market and small manufacturers often can’t.  Unless we show them that there is a market there – the big manufacturers aren’t interested.  They are negotiating with one company that makes 100% post-consumer recycled paper products and they won’t even put it on the label.

SS: They see being environmental as a disadvantage.  There are those consumers who tried environmental products when they first came out and they didn’t work and they don’t want to take a chance again.  We have to overcome all of these pre-dispositions.

LC: We should, at some point, focus more closely on how we beat the price issue. Performance parity – the snake oil side of selling green. (address with the advisory board – make sure our products work)

4. Trust – people don’t necessarily believe that products are truly green.  There is no trusted source.  In America we have emotionally loyalty to brands.

5. Marketing – green products have been marketed with a “cloying, guilt-inducing downer”

What Does Green Home Do?

Learn to market the right way

Solve the availability problem by selling on-line

ADVISORY COMMITTEE

Scientific Certification Systems – their role will be as the watcher of the watcher.  The advisory committee decides what the criteria is, how to use them, how to implement them, etc.  SCS can advise us and lend a level of credibility outside of our advisory board.

It is also expertise for us to draw on and, sometimes, may be a battle to fight.

SS: Where does the consumer come in?  How to they “vote” for a product?

LC: We are moving toward a filter that would allow the consumer to define green on their own terms (animal testing, green seal products, fair trade, etc).  Green Home believes that no single institution can tell anyone what is green – only the individual can decide what is green for that person.

CG: It seems like you have been talking about defining what is green – there is, on the one hand a “yes or no” and on the other hand, a 

SS: If you give consumers a set of criteria that they want – they can never come back to you to say “how can you sell this product?”.  There is a company developing this kind of software for procurement officers to help them filter for their own needs and help them find a way to GET these products.

SS: We know a lot about these products but we don’t necessarily know what other people are looking for in products.

LC: We may have a live customer service representative

LMH: Having a person to talk to means that the customer has to read less and can get the same amount of information – they have a personal guide.

SS: There are two potential problems with “chatting” on-line – #1 is that the recommender also has a personal preference.

LC: Yes, everyone has their own bias – but #1 If we carry it – it is green enough and #2 It is a member of our sales staff who is making the recommendation.  We need to sell multiple versions as much as we can.  

SS: My second point is that we may have a problem with the manufacturer when the advisor is recommending based upon personal preference.

LC: The web is going to be the first environment where an infomercial can be right next to a news site.   There can be a “Chinese wall” between editorial and content.

1. You have a rigorous procurement policy

2. You use a disclaimer to soften the implications of the third-party recommendations

JG: Two issues

1. The firewall – some products are simply outside the circle.  Within the circle, you an provide a lot of information but there is both objective information (VOC, animal, etc) then there is non-objective information (I like…)

2. LC: Qualifying the customer – if we know that you are pregnant, asthmatic, against animal testing, live in Louisiana – we can specifically recommend products.

SS: You would have a series of product criteria that you would either select or not through a series of clicks Health issues (pregnancy, allergies, headaches) Helath Dangers – VOCs, carcinogens, etc.

You are adding value to products for manufacturers – if they did not qualify because their product did not sell because it did not qualify as a product for pregnant women, they have an opportunity to improve their product to sell to that market, and we have an opportunity…
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DEFINING GREEN

We are trying to build a testing and certification policy on philosophical principles.  LC will explain the thinking that goes behind the T&C policy and how much we are attempting to marry environmental goals with the business requirements of making these products available to mainstream America.

Green Home believes that there is no single certification entity that can determine what green is for a particular person. 
.

We will discuss the testing and certification policy in terms of three phases:

· Where we are (pre-funding – round “0”)

· Where we would be in a month or two (post-funding – round “1”)

· Where we want to go ultimately (more sophisticated, post-funding – round “2”)

Round “0”

We choose products based upon their environmental superior or environmentally preferable qualities. (The group – particularly LMH and CB – likes “superior” more than preferable.  SCS likes preferable).  These qualities include, but are not limited to:

· Reduced toxicity

· Reuseability

· Recycled Content

· Functional efficiency

· Energy efficient

· Efficient Packaging

Green Home Philosophy / Mission Statement

LC: Green Home believes that Americans buy products based upon price, quality and availability.  We believe that a significant percentage of consumers would base their purchases upon a fourth decision-making axis.  This fourth axis may be the product’s impact on their own environment or on the general environment – it may be ethical or value-based criteria, health-based criteria or green-based criteria.  Other retailers may have failed to address this fourth axis because it is difficult to define.  But a philosophical approach to solving this problem will allow us to own the space of that fourth decision-making axis.

We currently say it this way, “Green Home’s mission is simply to provide consumers with one additional criterion for selecting products – environmental quality”.  This may too specifically define that fourth criterion.  We may want to open it up in an effort to be more accurate.

JG:  In the first section, we should add something about sustainability and biodegradability for cleaning products – not all of these criteria are going to apply to all products.

MM: Biodegradbility would be lumped under toxicity in use.  These specific terms will come up later as we get into greater detail about the Testing and Certification policy.

CG: The terms listed (like sustainability) are umbrella term.

SS: Some of these weigh more heavily than others but the most important is reduced toxicity.

LC: (Agrees) Reduced toxicity is listed first and foremost – it will help drive people to the site because people are concerned about toxicity.  Then we will grow into everything else – building a bridge between “your environment” and the overall environment.  One of the phrases that we are going to use that links these ideas very well is “It’s your environment”. It’s like saying “it’s your life.” 

JG and LMH: Both believe that reduced toxicity is NOT the most important criteria among consumers.  JG finds that more people ask about recycled content than anything else.

MM:  He also loves recycled content products. People may not be able to relate to saving the rainforest but they may have a landfill nearby.

JG: They get more calls from people who want to not use trees more than any other kind of call we get.  There are two audiences – the first audience is not the one we are after, it is the audience that we are.

LC: And we’ll never get the audience we want if we cannot get the audience we are. As it happens, most of the personal care / self-interest issues are NOT contradictory with larger environmental issues.  Even if a person is coming from only one perspective – Green Home can be the place that these groups of people come together.  No matter which market is bigger – combined they are bigger still.

SS: The question to ask is if it is fear-based on both ends.  Reduced toxicity is clearly fear-based.  Are people who are not pre-disposed to buying environmental products now going to buy these products because of fear or because they want to help the environment? 
 

Susie likes bio-based products even more than recycled products…

LC: Finishing up on the philosophy, I think we agree that Green Home does not make specific recommendations and does not claim to provide the definitive answer on what is or is not green.  Green Home is a resource where consumers can find answers to these questions and define their own fourth criterion. This is a good place to start.

JG: The mission statement says that the 4th dimension is environmental quality – but LC interpreted it as social responsibility.  These concepts are not antagonistic but they are different.  John suggests (in reference to the diagram of circles) that we are rigorous and articulate about what constitutes the barrier between IN and OUT of the circle of green. The barrier issue should be green – it should touch on one of these (round “0” criteria) issues.  If a product is not environmentally responsible, it is out of the circle.

A good example of this is full-spectrum incandescent bulbs.  They are healthy, supposed to be good for you, but they are terrible for the environment (they use incredible amounts of energy and right now, energy is toxicity).  It would fall outside of the circle and we would not carry them.

MM: If you take that rigor to extremes, however, you could make an argument FOR child labor.  It is incredibly efficient but it is wrong 
.  

JG: The question is where do you put in the child labor issue.  Once a product is within the circle – then it becomes evaluated in terms of the “dial” or “filter” to consider issues such as child labor.  Once you have limited the universe, the rest becomes customer choice and can be customer driven.  You can provide information about the products within the circle (about things like child labor) and allow the customer to choose based upon this information.

LC: He proposes, for the purposes of going forward, that there is a strict and a general definition of green.  The strict definition may not involve health, but in a broader sense, green can be an attitude – an approach to life.  We are going to expand the definition.  The key is to know what we are doing.  We need to talk about green in a way that does not become too narrowly defined 
.

SS: It is not an exact science.  You have to ask what the MOST important thing is first.

LC: Let’s agree that there may be a stricter definition of green and that there may be products that we carry that do not fall into this definition.

CG: Most people who come into the Green Resource Center may have gotten interested because of larger environmental concerns are looking for non-toxic paints, carpets that don’t off-gas, etc.  They are coming from the healthy angle.  From studying baubiologie she would recommend the non-energy efficient light bulb that John mentioned as not green because it has important heath benefits.  She is interested in reduced toxicity and in expanding the definition of green to include products that are health-related as long as consumers are educated as to the benefits and downsides of these products.

LC: There is no such thing as a perfectly green product.  Because defining green is an imperfect science it is even more important where we draw the line.  We may have a green meter and a health meter on the site.

SS: It is also important where the consumer draws the line.  We may let the customer choose between a full-spectrum incandescent bulb, a compact fluorescent AND a full spectrum compact fluorescent 
.

LC: We may have a “green meter” and a “health meter” and trade them off of each other.  

CG: A product may be low on the green but high on the health. SS: This brings up the important issue of where health meets green and how they relate to each other. The government is still trying to work this one out.  LC: Even after we are funded, making these determinations will take more resources than we will have to do it.  We are going to have to be wise about the way that we set-up our system.  We could waste a lot of money measuring, analyzing and comparing or we could develop a system that is largely intuitive and still somewhat scientifically-based that allows us to get the products out there (probably with the green and health rating systems we are discussing).

LMH: When she wrote her book in 86 she called it “The Healthy Home” because people did not understand the idea of “green”.. Since it was published in 1989 the book became categorized as not “green” but health-related.  People who only know her by the book tend to see her as health-related and not green.

We need to look to the past to see what green has meant where it started (Norway, Germany, Sweden).  Then we need to look to people here who define themselves as green (and are knowledgeable in the field) to understand what the state of the definition currently.  We also need to look into the future to try to figure out of there is something that may happen to change the word green.  We don’t wan to be caught using a word with negative connotations, nor do we want the word to exclude something that may become a major force in consumer purchasing.

In Linda’s own view, green has always meant sustainable 
.  Marc Mowrey agrees that “sustainable” is about as good as a one-word definition as any.

SS: We do need to look at how other people have defined green. The government has certainly tried and compared it to definitions made by other countries (Susie has information with her about this).  But we also need to ask why this has not reached out to the mainstream market.

LMH: When we re-do her book, we may want to call it Green Home – she wishes she had.

LC: There is a magazine called Natural Home who did research that said green was negative – it meant Green Party, hippies, lefty, political and didn’t get your toilet clean.  That’s not what America wants and we’re not here to judge America, we’re here to work with America.  However, we feel that natural has new-age, unreliable connotations.  

SS: It seems deceitful and means nothing.

LC: There are a lot of words out there none of which are perfect but because green has meant so many things over the years and because nothing else is better – it is still up for grabs.  We have an opportunity to define the term ourselves.  We can start with a traditional definition and expand it to include things like social responsibility 
. 

JG: He still has problems with this and it does not have to do with the definition of green.  His point is that the actual definition is not as important as is the fact that there needs to BE an absolute, rigorously established definition.

This definition could include health – but that would have to be included in the definition.  GreenCo. Tries to remedy what consumption has screwed up in the environment (to the extent that it is possible by consuming things).  Green Co. could carry a lot more green products – there is a huge universe out there. (John refers to visual features of the diagram)  Some products would have health benefits only, some green benefits only, and some would fall into both categories.  But if you add health, you have to clearly define the criteria for choosing healthy products 
.

LC: (referring to features of the diagram illustrating a center circle of  “green” as we have defined it now with many possible overlapping layers that could also be part of our criteria) There are products with environmental attributes (purple marker on the butcher paper), products with health attributes, products that are socially responsible.  Green Home selects its products based upon all of these criteria – this is what makes up the fourth criterion. We should discuss what we want to call these, but it is a good place to start. (John agrees)
TESTING AND CERTIFICATION

(MM hands out some documents explaining suggested criteria, impact points of a life cycle, followed by two lists of environmental and personal health issues)

MM: The initial idea for our testing and certification policy involved leveraging existing resources largely because the cost of testing materials is ridiculously prohibitive.  We will be considering, within these criteria, what are the existing labels or resources out there for making environmental claims about the criteria.  We will also ask ‘can we use these?’ and ‘do we believe these people?’ and ‘Do we want to specifically list their label on the site, next to the product?’.

We realized that we would have to make certain assumptions - We are not trying to control population or limit consumption.  We are trying to change consumption, make it greener and figure out what it means when we say that.  

Even as we start now – creating a simple set of criteria, we still need to consider where we are going from an environmental standpoint.  One thing that we need to consider is some kind of lifecycle analysis. 
  

However, if we did a complete and utter lifecycle analysis of a product, by the time you brought the product to market, most of the targeted consumers would have died of old age.  We need to strike a balance between rigor and success.  We cannot be so rigorous that we are never able to implement our policy.  We need a point to start from and one way we might do that is:

May to October – Limited Legitimate Claims

IN this first phase, we will have a set of limited, legitimate claims.  We need to be right about what we say, give people a clear choice and offer them facts.  Even in that world, we are already beginning to make a lifecycle analysis.  Organic cotton (manufacture), energy efficient appliances (use), and biodegradable detergent (after-use) form a dim but definite outline of a lifecycle analysis.  They represent different positive womb-to-tomb impact points.

As we develop the policy, we need to require that the policy and the advisory board continually bring the dim outline of the life-cycle analysis into greater relief.  When we can offer a product with solid information about its benefits at various points in the impact chain – we win. No one else is doing this.

In this coming discussion, we need to ask two things:

1. What do we want to include in the first step – in the first 6th months?  What is enough to make limited legitimate claims about and what are we able to make claims about?

2. For the things that will not fall in the first 6 months- are they meaningful and can they be done in some cost-effective way?  For the things that fall outside of that – where outside do they fall 
?  

(MM begins getting people’s ideas)

MM: Biodegradability - an SCS Certified biodegradable detergent, for example, certifies for biodegradability.  Because they say it is biodegradable, we will believe them – that is good enough for us.  We would put the product up – possibly next to the SCS log and we say “this is biodegradable and that is why we sell it”.

JG: What about a biodegradable product is not certified?  Biodegradability is a matter of chemistry – not certification.

MM: It is an issue of environmental labeling claims.  That works if you believe what the manufacturer says is in it.  It is sort of an issue of testing.  

SS: But you cannot ask the manufacturer to test the product.  The EPP program studied the effectiveness of certification for the EPA and they concluded that a lot of manufacturers can’t afford it or don’t like it.  You need to get to the point where the manufacturer is able to self-certify (she brought information about this).  There is a lot of guidance coming from the government.

MM: There is a whole world that has to do with labeling and labeling claims.  The FDA, the consumer labeling initiative (from the EPA – does not have any teeth) that pushes for truth in advertising, the Attorney General’s Green Task Force (which actually has some ability to enforce).

LC: It sounds like Marc is saying that on our first pass – we’ll call it “between round 0 and round 1”, we will go after the low-hanging fruit.  After eight months of working with them, WE have certified SCS so we will go get the products they certify.  This is a strategic decision. 

What about the little guy who likes SCS or can’t afford it? We also have a “sniff” test that would be in effect “between 0 and 1”.  If a product looks and acts like a green product – it goes up unless someone presents us with a reason it doesn’t work.  As we get more resources, we will become more capable, we will make more specific claims (like telling consumers what is in everything) and we will begin to get more rigorous.

JG: The sniff test is critical.  You can find out about products anywhere.  Green Co. looks at what is in a product.  If they will not give us the full list of ingredients (often beyond what is in the material data safety sheet) Green Co. will not carry it.  98% of the companies Green Co. has approached has given them the list of ingredients.


 MM: Full disclosure may be a good point to consider for criteria – though it is possible that manufacturers may want to protect some proprietary information.  SS: But if someone is at that point (not willing to list the ingredients) they are probably not ready to sell to consumers anyway.  JG: Some people such as those with allergies, need to know exactly what is in the products they use.

MM: We should add a little diamond under step 1 that says “toxicity in use” and underneath – where we have question marks or labels put “full manufacturer disclosure”.

JG: Rather than focusing on certification, you should focus on the criteria upon which you make the judgement.  The verification process is extraordinarily expensive and eventually it would be great to do it.  But you are going from looking at the list of ingredients and running it by someone who knows something about it (which is easy and free) to questioning the manufacturer’s claim that these are the ingredients.  That is a very different step – for which there is its own sniff test.

MM: The sniff test helps us get the products that we will make further analysis of.  Once they pass the sniff test we can say “ok, now how do we market this – what do we like about the product?”.

LC: You are saying that (between rounds 0 and 1) every product we carry has to pass some kind of gating set of criteria – full disclosure of ingredients and/or carry an SCS label, and/or we will look at the manufacture of the product.

JG: SCS certifies attributes – not products.  Their certification may be right but an SCS certified biodegradable product could still be made from formaldehyde under pressure with hydrochloric acid. 

MM: The SCS certification helps us verify claims of biodegradability.

JG: People are interested in going from the marketing claim to the specificity of what is in it.  People generally accept what a manufacturer says is in it.  We should back away from 

SS: She would to see us go through the thought process that the consumer decides what is green.  And we also need to consider what the alternatives are.  Even if a product has problems – if there are no better alternatives – we need to put up the product with problems.  We need to constantly focus on the consumer.

CG: Education is the key but we should take time to decide what is too light green.  Although the idea is to target mainstream, we need to consider our base.  Even if a company sold ONE bad product – that often means people won’t go anywhere near the other products.

JG: There are always choices between what’s out there – this is true to the concept of environmentally superior.  If there are too many things in your universe – you lose credibility.   If you put the bar too low, your mission will fail.

LC: And if we put the bar too high, our mission will fail.

MM:  There are two issues:

1. A harder science issue that focuses on attributes that will fall into the testing and certification process

2. the new and improved sniff test is more a function of the advisory board.  IF we are meeting and there a bunch of products calling through the cracks – we draw on the collective wisdom of the advisory board to make calls on more difficult products.

SS: We need people with a chemistry or science background to be part of the selection process.

LMH: What about the legal / liability issue?

SS: We just need to have a disclaimer on the site that says we cannot be held responsible for manufacturer claims.

JG: We are NOT the certifier. 

LC:  We are not the certifier, we are the arbiter.  We need to list the criteria we are looking at for determining whether or not we carry a product and then rank them and decide how important each one of them is to us.

SS: It depends on the product.  The electric car is a good example.  The hybrid is something that works well enough for people to use.  Even though it is not as green as the electric car, there is more of a chance people will buy it and use it. 

LC: I am just trying to get some philosophical constructs – biodegradability, energy efficiency, recycled content – are these part of the top tier?

JG: It is easier to start looking at products to bring up important attributes, rather than trying to build a list of qualities / attributes first. (SS, CG and LC agree).  It makes more sense to divide the world up into product categories and to then try to say what they (the criteria) are than it does to say what (the criteria) are and then decide where each product fits in. (LC agrees).

SS: You are trying to define this list that is not necessary.

 

LMH: (the beginning of what she says is cut off but it is clear that she would NOT look at products first)
LC: To say anything meaningful about what the green principles are – we need to be category and probably sub-category specific.  By the same token – pollution prevention is a value that is out there and if there is any product or any category wherein that is achievable – then it applies to that category.  Pollution prevention, therefore, and possibly other attributes, are uber attributes.

JG: It is important to start where the consumer starts – with what the product is. The customer is here to buy a product and a philosophy that goes with it – not the philosophy itself.  We keep asking ourselves (at Green Co.) “what is the difference that makes a difference?”.  For cleaning products it is not biodegradability – they all are now - even Tide.  It may be the difference between criteria and values…

LC: It may be a matter of defining the difference between meaningful and non-meaningful criteria.  Biodegradability of cleaning products may not be a meaningful criterion but the source of the solvent (petroleum or non-petroleum-derived) is a meaningful criterion.


 (recording the walk in the park – disc runs out)

(After the break) 
  

LC: If Walmart is going to launch a real superstore in 2000, wherein you can get any SKU there is for anything you want (at home or on-line) AND they are sensitive to green products, why would people come to Green Home?  Because Walmart people won’t understand and explain the products, the green products will be sitting on the shelf right next to the toxic –products (making it hard to trust Walmart’s greeness), etc.  We are not a boutique that sells just the green products we already know about – we will sell the environmentally superior alternative to any product. (editorial help on this last sentence from JG and MM).

How special does something have to be to be green?

JG: What if the product is already green (like paper clips, all of which are made from recycled steel).  LC: We should sell them.  
 MM: (agrees) If I went to Green Home, saw (paper clips) and read that all paper clips are made from recycled steel – I’d be glad to learn that – it is part of the education we will do.

LC: That kind of information – also telling people that all aerosol sprays are CFC-free – is marketing.  The consumer will appreciate the honesty and information.  Today as we walk through the list – these are exactly the kind of issues we want to come up with on these various categories.  Something like “fluorescent light bulbs save energy but some are hard on the eyes”.  Even if there is an argument about it – we would present that.  People love to know about the things they buy and we want to give them this information in the right way – without, as Susie mentioned last night, recommending products.

SS: Because the person recommending it has their own bias
.

LC (also JG, MM, CG & LMH): We could also have staff picks and information about the employee (or advisor) who is recommending so that the consumer can find the person who’s sensibility they share OR who’s expertise you need.  This avoids the problem of putting-off a particular manufacturer who’s product is not recommended. 

SS & LMH: They both get a lot of questions from consumers about products, about green issues, etc.  Green Home will get those kinds of questions too. 
.

MM: Even bigger than the green products are the green services, which can be as simple as how a product is installed or used.  The questions that people ask us will help determine if they need a product / thing or if the also need service.

(After some discussion, the group decides to make a big list of issues – some personal health, some environmental, some which are subsets of others, some which may be “filter” issues and then group them when they are done.)
 

BIG LIST OF ISSUES

Pregnancy

Save the Rainforest

Air Quality

Recycled

Sustainable

Animal rights / testing

Corporate responsibility

Defense contractor

Child labor

Made in China

Made in Romania

Toxicity

Pesticides

Organic

Petroleum-free

Chlorine (as opposed to Chlorine-free)

Pregnancy

Asthma / allergy

Indoor air quality

Water quality

Energy efficiency

Nuclear power

Global warming 

LC: We should compare this list with Marc’s list of personal health and environmental issues (see hand-out).  Everything on Marc’s list represents something that someone will want to check off and they may not care about how we break the universe down.  We may not have to delineate between environmental and health issues (JG and SS agree).  SS: This is the first time anyone is doing this and there isn’t previous research to rely on.

JG: For that reason, we should also add “other” to our list.  SS: People should get to add their own issue.  LC: We could say “add your thing” and if 10 (or some other number) people add that thing, and we think it is reasonable, it gets onto the list. LMH/SS: We do have to be careful of the REAL “kooks” who suggest thing MM: For those folks, we could just say “And in addition, none of our products are manufactured on Mars.”

SS: She likes that - humor is missing from the environmental movement – we need to change that.  We should have an emergency exit button on the site for people who want to call us, hate the site or think that there should be no products at all and everyone should make their own.

LMH: We can’t be too “P.C.” about the whole thing.  We need to make it fun for people.  (LC, MM, & SS agree) 

LC: (about how the home page may look)
On the home page is a list of products in their categories.  It should eventually be a list of categories and when you roll or mouse over the category name, that category opens up and shows what is in the given category. (MM and JG and LMH agree). 

We should also let the user control the interface by giving them the option of showing products by:

1. category or

(LC hands out the list of Categories and Sub-categories)
2. products in alphabetical order by subcategory

3. Or the person can use the search function. 

Also on the home page would be something that says who we are and then an area where the customer can answer the question “who are you?”. JG/LC: Under that question we would have to explain how this area will help find what you are looking for and assures the consumer that we will not give out this information.

LC: The hand-out represents how we are now organizing the products (categories and subcategories)

(Discussion of going through the list of cats and subcategories and assigning which of the decision points listed above is going to affect a consumer’s interest in what range – specifically rather than generally 
)

REVIEW OF PRODUCT CATEGORIES & SUBCATEGORIES

APPLIANCES, LARGE (energy is the overriding issue for all appliances)

Heating and Furnace (on Disk 5 Track 12 the group agrees not to get bogged-down in this sub-category – it is too big)
· Fuel source

· Indoor air quality

· Energy efficiency
Washers & Dryers, Ranges, Refrigerators

· Water efficiency

· Energy efficiency

· Money savings (because of water and energy efficiency) SS: If we can show customers what the long-term money savings are – we can get people to buy because of the cost-savings.

(discussion of Demonstrating Money Savings to customers, and the larger issue of energy:)

We just have to do it the right way without guessing and – figuring out the rates in not simple.  We could figure out the average energy cost in each zip code and allow the customer to override the average if they have better information.  If it is off a little, the customer will still go for it because the savings are dramatic, even if the estimate is off a little.  The estimate, however, needs to be per bulb (for light bulbs) rather than percentages. 

LC: SCS said that if we sell Green Energy on the website – we will not work with you because:

1. They lie – the claims are not true

2. You are either on the grid or off.  With Clean & Green, you are not really getting energy from the green source.  JG: However, if you buy from a company who buys from a windmill – you are not getting that actual energy – but you are supporting sustainable energy.  If everyone did that, there wouldn’t be any nuclear energy because no one would be buying it.

3. Because certain alternative energy sources are intermittent – you need coal plants to make up for the down time and brown outs.  JG: Believes that this argument is unfounded.  LC: Suggests that Stan and John debate this and other issues (like hemp) tonight.

SS: For Green Power we need to speak to David Freeman – the head of the DWP in Los Angeles.  He is running for the State Assembly.  He was the head of the Tennessee Valley Authority, shut down a lot of nuclear power plants.  MM: Marc does not think highly of this guy. 

LC: We, as an advisory committee, don’t have to agree on an answer to Green Energy right now but we do have to agree within a month and come up with a process for doing so.  SS: Or you need people you trust to act as advisors on a particular issue (like green energy).  LC: Maybe we should come up with a short list.

JG: He ended-up buying a Magic Chef which was not nearly as energy efficient as the Sun Frost which we sell but it is 31% more efficient than standard brands and about 1/8th of the price of the SunFrost.  Will we sell both?

LC: Yes- as long as the money savings are significant, we will give people the choice. (MM, CG and LMH agree 
)

JG: In the case of the Sun Frost vs. Magic Chef, however, the Sun Frost did not show savings over time.

LC: SCS has a sophisticated database of every appliance and every specific energy requirement for thousands of appliances…

LC: Are we going to go way off the beaten track and give people a non-electric or gas refrigerator?

SS: In these product categories, we are trying to define what is green – not what isn’t green

MM We are trying to define what the 4th axis is for the consumer in each category (like a refrigerator).

SS: Are consumer concerned about the manufacturing process?

MM/JG: Not for appliances – it is just energy efficiency for now.

LMH: What about the versions and the choices – side by side, ice maker, etc.

MM/LC: We have to offer those options, just like a major retailer would.

JG/LC: Often, a brand will have only ONE energy efficient model – like Magic Chef.  The salesman actually tried to talk John OUT of buying the efficient model.

MM: Exactly – they don’t know how to sell this stuff.

LC: There is a huge fight between manufacturers who are making these products – and the distributors who do not know how to sell these products.  Distributors were so angry when they heard a rumor that Maytag (who had spent millions on R&D for efficient products) was going to sell their green appliances on line that they returned 1/4 of Maytag orders to distributors in protest.  Maytag dropped their plans immediately.

We want to approach manufacturers to offer a solution.  They would sell the green model through Green Home as a first foray into the marketplace and see how it goes – there is an angle here somewhere that we need to develop.

MM: We will be able to showcase these products in the right context so it won’t get lost in a jumble of stuff at The Good Guys.

LMH: What happens after the customer orders a Magic Chef?  Does Green Home put an order in to Magic Chef and they drop ship it?

LC: We need a “Service Master”. We need to have relationships not just with the manufacturers but with nation-wide appliance installation experts. 
 We may have to send them to green camp to learn how to install the appliances correctly. 

JG: The installation is not a problem for a fridge.  The local gas company does it for gas appliances. We will need a distributor.  We will probably have to pay a service charge for installation but it is not rocket science installation.

LC: (reviews the large appliances subcategories and criteria)

· CG:  Wants to add manufacturing process – even if it is a lower priority in the large appliance category.

· SS: Wants to add quality in every category. There are degrees of quality.  She is willing to sacrifice SOME quality in that she doesn’t care if the paper towels fall apart…

· MM: Wants to add (in all categories) durability.
LC: The price, quality, availability has to be competitive – these should be given.

SS: But some people want the best – others are willing to sacrifice some quality for some other advantage.

JG: With appliances, specifically gas ranges, the choices were things like chrome or black, self-cleaning, pilot or not, there are no qualitative distinctions.

APPLIANCES, SMALL

Air Filters

· Asthma

· Allergy 

JG: (referring to a debate he had with Lawrence the night before about whether or not air filters are green) Air filters are not a solution to an environmental problem.  They treat the symptom, are narcissistic, because they use energy, it is a feel-good device, etc.

MM: On the other hand, for those who rely on them – if they don’t use them and get lung cancer – doesn’t medical care use a lot of energy?

JG: You’d have to cause a lot of cancer…

· Energy Efficiency

· What the filters are made of

· How to dispose of the filters

· The frequency with which you have to change the filters
· Effectiveness LC: This is important in terms of air filters – there is a lot of BS in the way claims are made. MM: It is up to us to sort it out because the good ones do work.

Battery Chargers

JG: The Renew alkaline charger was a scam – they only re-charged their batteries, they claimed you could get 60 re-charges on an alkaline battery but only the first six did any good, etc.  There are product quality issues.

· Recycleable (for battery chargers)

· NiCads – even though they are re-chargeable will eventually have to be disposed of.  Cadmium is a hazardous metal.

JG: GreenCo. Used to carry millenium batteries and chargers because they had a lifetime guarantee.  If it ever failed to re-charge, they would take them back and recycle them and send you a new battery.

(Discussion of Green Home offering to recycle items that cannot be recycled in all areas.  Does it so much energy to transport these items that it would be better to throw them away? 
 SS: But if the mail carrier is going there anyway… JG: It is an incremental argument… MM: At some point they make an extra trip, the vehicle carries more weight… SS: She is not convinced when it is the post office)

LC: There are a lot of items that people (himself included) do not know what to do with – like the bag that the New York Times comes in. 

JG: Some of the things that can be recycled probably are not good to recycle – like vinyl recycling which produces dioxin.

LC: We may want to offer answers to the question “what do I do with this?” on the site.

CG: Or we could link to other sites that already to that like 1-800-Clean-Up.
LC: Those people are supported by Circle-K, Microsoft, Union 76, Ford…

CG: But they are disseminating the information (SS, LC, JG and LMH agree that we will have to deal with people like this)

LC: Our competition is partnering with Co-Op America to “certify” their products.  JG: Co-Op America (The Green Pages) has NO criteria other than that the group that is listed pays dues 
.

· Lunch Break –

(Lunch conversation about stripping woodwork in LMH’s house in 1978, Linda Brown of Scientific Certification Systems arrives, introductions for Linda)
- After Lunch –


LC: (summary of activity until this point for Linda Brown) Through the website, we are trying to get inside the mind of the consumer and link-up with their though process of being in pursuit of a better, greener product.  Before we walk through the subcategories, we want to talk about ‘what are the things that are going to drive people to the site?  Why do people care and what are their issues?

MM: (to Linda Brown) “Linda. we’re taping this, is that OK with you?”

LB: “Oh, yeah, it’s fine.”

LC: “Thanks Marc.”

LC: Before the meeting, we came up with this list ranking the criteria for product selection.  A lot of people don’t make the distinction between a person issue, and environmental issue or a health issue, they just know that they have an issue about child labor or whether something is organic or recycled.  So we decided to drop the rigorous analysis for the moment and just came up with a big list.  MM: Customer’s point of view JG: …and customer’s (inaudible).

LB: So people who come to the site will identify the issues that brought them there?

LC/MM: Yes.  SS: Well, the issues that go into purchasing a product.  If they are pregnant, something that is not going to hurt their unborn child. If they have allergies there are certain things that even in the green product category that they will want to weed out. 

LB: (question about how the filter works)

LC:  There is a basic test that every product has to pass as the least toxic or leas explotative (or whatever the issue in for a given category) for the job.  Then, if you say that (for example) energy efficiency is the one that means something to you then non-energy efficient products will be eliminated from what you are shown.  (We may carry a small number of inefficient products if they offer some other green quality such as an environmental health benefit)  Based upon the way you use the “filter”, the website will limit what is presented to you. 

JG: If I click on energy efficiency, I will NOT see the full-spectrum incandescent bulb.  But I may WANT to see that bulb to learn what to avoid.

SS: You could just choose to see ALL the light bulbs

JG: But I still would not know that the full-spectrum incandescent bulb is not efficient.

CG: There is also a grading system of some kind and a symbol or a number would tell you about the product’s energy efficient attributes. 
.

JG: I think I should be able to choose between whether I want a filter or I want my issue to interact with the site differently than a filter interacts.

MM: It is probably just a programming issue (SS and CG agree).

LB: If I check off multiple categories (child labor, organic, allergy and indoor air quality) what list am I going to get?

LC: You would only get the products that qualified on all of your criteria.  The more criteria you had, they fewer products you would see. (The filter would take out everything that was non-organic where an organic option exists.  It would not remove an energy efficient light bulb as long as it was not made with child labor and did not promote allergies or poor indoor air quality.)
LB: Would you want to add and “and / or” feature like many search engines have?

LC: Yes – to a point.

LB: Your filter could also filter all the products that had data and information and juxtapose them against those for which the information was unknown.  I could sort or re-sort…

LC: Maybe after you activate the filter, you would still see the filtered products but instead of a complete description it would just be a crossed-out name and the symbol next to the cross-out is the light bulb with a line (no sign) through it.  We would, in other words, address the issue of things disappearing and why.

JG: As an information resource, you are still eliminating information about what to avoid.

LC: A lot of customers want to know what to avoid.  Susie and LC have a strong feeling that we should not be a bummer, that by slamming the brands that people have an emotional attachment to – we lose people. 

LB: If there is going to be an issues check list there should also be a “facts and myths” lead from that checklist. For example – the issue of “chlorine-free”. There is a new OECD document out that is filled with erroneous information about the TCF (Totally Chlorine-Free) myth that TCF products necessarily represent reduced impact to the environment.

There are significant active indicators or “impact indicators” relevant to both chlorine dioxide ECF (Elemental Chlorine-Free) technologies and TCF technologies.  The substitution chemicals used in TCF to get the same brightness factors are creating a whole realm of impact (percarbonate, cadmium, heavy metals).  There are also problems in harvesting, etc. There are issues around this area that are murky – SCS is going to be writing a report challenging this OECD document.

The big issue has been dioxin.  The current chlorine dioxide chemistry that they use doesn’t produce the same fraction of AOX that’s bio-accumulative or toxic.  There is AOX emission but that’s a broad category that encompasses 10,000 different kinds of compounds.  That 
 portion of it which has been an issue is not such an issue anymore with ECF technology. But chlorine has such a bad name (and for good reason) that people think that if ECF was good – TCF must be better.  Since most of us don’t know the language of chemistry, the site needs to make that information available.

LC: I love the idea of busting myths.  On the website you would see the list of issues that you would care about (TCF, recycling, etc.) and then a button that says “about” or a button that says “facts and myths”.  You would be able to do this with every category or sub-category.  It would allow you to get quick, summarial information about a particular issue.

There is a third area of the site that offers a “quick dash” for information before you act on something - the Home Walkthrough – a room-by-room tour of the house that gives you the key issues in every room. (LB likes the idea)

LC: The idea came from the beginning of Linda Mason Hunter’s book.  There are a lot of walkthroughs and we are building a good one.  It is hard to build because of the complexity of living in a home that you may rent- you may not be able to afford to renovate.  We may offer, for example, a real solution for dust mites (remove carpet, install a central vacuum system, etc.) or we may offer a short-term solution (get an air filter).

LB: Will there be information about how best to use the products we sell? Like paint?

MM: Absolutely.  This expands into the idea of linking to service providers.  Paint is a great example.  We want to have a “paint calculator” built into the site.  People would give the measurements of the room and the calculator would tell the customer how much paint to buy (people often use too much).
LB: Trying to save a few dollars on paint may also cause damage to your structure that will cost more money and be more taxing on the environment.

LC: This is also a great way to gain credibility.  People have had it with the hype – they want to know the “scoop”.  

So today we need to:

1. Decide how we will explain our product procurement policy to investors.  We have competitors who do not have our rigor but they are in front of investors now and could, potentially, do damage to our cause by setting a bad example. 
 

2. Marry business savvy with environmental rigor. 

Which brings us back to the question – “Can we sell this coffee mug?”

JG: Sure, if it doesn’t have lead, heavy metals, or uranium in the glaze it is better than one that does.

LC: So there is such a thing as a green coffee mug. 

(Light-hearted discussion of styrofoam and plastic cups
)

APPLIANCES, SMALL (Cont.)

Smoke Detectors

· Non-ionizing

· Photoelectric

LB: What is the difference between grading and criteria?

LC: At the product level, you (the consumer) can

2. Find out about the subcategory the product is in – facts and myths – what is the “poop” – what would a good friend who knows about this tell me? 

3. There are also labels next to the product of whatever certifying agency has approved it.

4. There may also be an energy efficiency rating (energy star) for energy products. 
 

5. We also spoke about the health vs. green issue.  Within Green Home we may have an air filter that is made from virgin plastic, by Honeywell, that you have to keep replacing the filter.  But it truly helps the person who has asthma so we would sell it – it rates well on the health meter but not on the green meter.

LB: But you are not going to aggregate all of these criteria? LC: No

MM: We are not even in agreement that we are going to DO the meter – Marc is not even convinced (nor is JG) – it may be too complicated.  We can make claims based upon the merits of the product itself and other products in a class but not across whole categories.

The Meter/Grading/Filter Discussion

(Discussion that there are problems with the idea of a meter or grading system and with quantifying in general.  It is agreed that the idea of using a meter for the consumer has NOT been agreed upon by the group.) 

MM:  We may want to quantify our RESULTS ie – this year because of the products Green Home sold, x number of trees were saved, x amount of green house gasses were avoided, etc.

JG: GreenCo has tried to do it and it is hard to do.

SS/LC: It provides both guidance and motivation to consumers.

CG: Loves the idea of ratings that could be compared (maybe 7 or 8 recycled contend, energy efficient, health, etc.) A product may be high on recycled content and low on health.

JG: The National Park Service Sustainable Database does exactly this – they have little symbols next to every product and it shows you energy, recycled content, etc.

LB: As does Council on Economic Priorities (Shopping for a Better World). 

LC: We tried to approach them to computerize it – they never did and most of the criteria are social.

LC: There are three levels that green Home Cares About:

1. The Product Level – Has 
to do with the product itself and toxicity in use.  It corresponds mostly to the health stuff  (we have a list of the health criteria).
2. Life Cycle Analysis – Has to do with the environmental claims.  One of the environmental claims is toxicity in use, but Level two is still a bigger concentric circle.

3. The Company – The practices, orientation and responsibility of the company.

We were laying out the criteria for all of those when we decide to look at this from the consumer’s perspective.  Rather than saying “Is the type of thing you care about health, environment or political.”  So we are starting with the actual list and trying to decide what their issues are. (back to the list)
Fans & Heaters

· Fuel source (indoor air quality) 

· Need for venting

· The way that they are used – it is not the product itself but how it is used

· Energy efficiency
Humidifiers

· Need to be cleaned or they breed mold

· Good in some locations, bad for others
Ionizers

JG: What are they? (ionizers and ozonators)
CG: They are suppose to use an electric charge to create negative ions in the air which attract other particles and removes them form the air – a magnet for the dust, etc. People in Los Angeles who plug them into the wall get black walls by their ionizers.

JG: So why would you want the ozone?

CG: You don’t but there have been claims that they benefit people with allergies, asthma because it is another version of an air cleaner or filter. 

LC: They are also supposed to make you happy but it is junk science (ozonators).

JG: Is there good science behind ionization?

LC: LC thinks so.

· Many people say they don’t work 

· It uses energy to create “your own happy bubble”

Ozonators (ozonating ionizers)

· CG: Because ozone is so volatile it can turn linseed oil into chemical stew a voc

· We will not sell them
FCH: The EPA says that negative ions are OK, but it may or may not help you.  Ozonators are bad for you. 

LMH: Animals can perceive ionic changes.  She believes it works.

JG: This discussion brings up a good question (since none of us know a lot about ionizers) - what is our process?

LC:

1. First we get the product (from a committee member or other recommendation).

2. We check the product out - get the disclosure data from the manufacturer, look it up (if applicable) in the toxicity database – do other very basic research.  For an ionizer it may be a non-result.

3. Is there any other anecdotal or other data we can bring to bear on this issue?

MM: We want experts.  SS: Yes, for anything related to allergies or asthma she’s on the phone to her allergist friend.  You have to have experts within the fields that you are dealing with.

LC: So this is our policy - first we get the product – someone says it is green, then we get information (disclosure) from the manufacturer and do further research.  We ask the manufacturer for the information.  If we cannot get the disclosure, we do not sell it.

MM: So if they won’t give us the information we don’t sell it.  If they give us the information and we interpret it if we can, if we CANNOT interpret the information, we give it to these experts and THEN interpret it and decide whether to sell it or not.  We just need to ask who the experts are in each area.

LC: The fastest way to get funded would be to establish who these experts are in each area and show that we have begun establishing relationships with them – we are a million miles ahead of any other green website.

JG: When you call the asthma guy about an air filter, what will we ask him? 
 We  should ask the expert WHAT issues we are looking at NOT what product we should get.  

SS: You will also get product-specific information from the experts who actually use these products.  You can get the same kind of information from local government like King County and the City of Santa Monica.  They will tell you “I have used this and these are my results.”

JG: The expert might know but we really need to know what to consider about products.  (LMH agrees that this is an important point).  There are also re-formulations that make things better or worse (used the example of Ecover).

MM: We do need to ask how offer we re-certify products.

SS: We can also go to people who are using the products.  As far as the ionizer, we would ask the expert if it is crap or not. (JG agrees)
JG: Ultimately, someone has to try the product. There shouldn’t be anything on the site that Green Home or a member of Green Home’s “immediate family” hasn’t tried. (SS agrees)

1. Because that is the only way you can know if it works.

2. Things behave differently in different locations (water filters, auto dish detergent, etc.) (SS and MM agree)

There needs to be a formal, if not scientific process of getting an ionizer into a few houses to see how they work.

LB: These anecdotal, idiosyncratic tests are not systematic and therefore effective enough.  Each industry has developed its own set of benchmarks and Green Home cannot perform these kinds of tests wherein products are tested in comparable environments. 
 

JG: Thinks both of these diametrically opposed ideas are both right.  You do want that product X, product X in the same environment but you also want product X in different environments.

LC: We are having this discussion as if there is an answer to the question, but 

At first we may only get data where we can – try things in a few houses and get information from the manufacturer.  As we grow and raise the floor – we turn up the heat on the things we carry  - get more specific about what things are made from and build the thing until it is mighty.  But you have to start somewhere, have to start now and you have to start with what you’ve got – leverage what is already in existence.

LB: You just have to figure out how to mine the existing data effectively because you are not going to do original research at this point.

JG: Is anything Linda is saying too expensive?


LB: Yes.  When we get into lifecycle evaluations (painting, cleaning products, plastic vs. paper, vs. Styrofoam) they are always more complicated than they seem at first and you have to get cooperation from the industry which is not always easy or even possible.  If Protor & Gamble owns the industry they are not going to play ball.

You have to present that “The best information we were able to obtain suggests the following…”

MM: If we stopped the seminar right now, the primary word would be “education”.

LC: We need to know from Linda where we are at the most risk – we need to get a lay of the land and go through all of these categories to see where we need to start testing first or where we are in the most danger.

MM: We should do that or get the kind of experts we need – or both. If we do both, it becomes the heart of the policy to show to investors.
LB: Does Green Home have any non-aligned environmental experts? Anyone beyond the list on the agenda? 

LC: It goes to the list of experts that those advisors have relationships with.  As we grow, WE want to be the authority so we want to work in conjunction with the people who have that authority so that we are on the cutting edge.  We don’t really have it (MM: enough) and we need it – it is the most critical thing.  The answer is less important than where we get the answer.

EXPERTS AND IMPACT POINTS

Rather than having a search engine – like MedLine – though it may be a valuable resource – we need a specific person (OBGYN in the case of pregnancy) who is willing to consult for a fee (CG, SS, LC agree).
CG: There should be a group of people who know what Green Home is about so that we don’t have to re-educate them each time.

SS: But they have to be up on the chemicals…MM: If they are an OBGYN doctor group we want – they will be.  JG: It could be the local college, the local medical school…

LC: We’ll have a greater advisory board of  “go to” people in each of these areas… 

MM: (In response to LB question) There is money for this in the line items of the financials of the business plan to pay for these experts. LC: It is part of how we are able to define what the total available market is (unlike our competitors).  
 

SS: We should NOT try to figure out the experts for these issues (pregnancy, etc.) we should figure out the experts for the product categories.  An OBGYN is not necessarily going to know if you should be using organic cotton clothing or not.  (CG Agrees and recommends that we go through the list of products and categories)  CG: Everything will go back to these issues as we go over each of the product categories. (LC Agrees).

- SHORT BREAK –

(LB begins a story about her recent involvement in a Stanford study of what technologies and user interface devices that make websites more persuasive, useful and user friendly.  The group just went through an exercise profiling the type of person who might be interested in the environmental workplace analysis for instance.) 

- AFTER BREAK - 

Large and Small Appliances

· Energy Efficiency

(Experts)

· EPA

· Energy Star

· California Energy Commission

· DOE

· RMI

· American Council for an Energy Efficient Economy

· Water Efficiency

(Experts)

· RMI

· NRDC

· DWP (local water districts), i.e. King County

Heating and Air Conditioning

(Experts)

· Oak Ridge National Laboratory

· Defense Supply Center in Richmond

Washers

(Issues)

· Dealing with soaps
· Front loading vs. top loading

(Experts)

Detergent manufacturers

Refrigerators

(Issues)

· Energy efficiency

(energy efficient fridge uses 1/3rd as much energy?  Sun frost is 1/6th)
list of all recycling associations…

manufacturers recyclability claims

impacts of use are 85 – 90% of impacts

steel recycling institute…

bill’s in town…

national recycling coalition

northern California recyling association

California resource recovery association…

Alex Wilson – Editor Environmental Building News

Donald Aitken – Union of Concerned Scientists…

Air Filters

(Experts)

· David Kibbey – Environmental Home Inspectors

· Bauboilogists

· American Pediatrics association – pretty active, MM is in contact with President

· SCS got the on board with pesticide issue

· American Lung Association

· (Allergy and Asthma organization)

· EPA

· AMA

· RMI – get RMI on board 

LB: (regarding experts in general) Every environmental labeling system has had this same problem with putting together their environmental experts all of whom have their own opinions about what s the right thing to do – they all bring their own biases and ten different experts will make ten different recommendations.    Experts can raise the issues and help to clarify what information is available.  But you should still fall-back on a science-based process.

JG: In the first instance you fall back on your own best judgement.

SS: This is not exact science and a lot of products will fall into a gray area – we need to decide what the dividing line is for each product.

LB: This touches on the Green Home Mission (in her own words) to encourage people to adopt a more sustainable lifestyle to keep the long-term vision in mind as they make short-term decisions about products.

LC: We say that we are there for people who want to include environmental (home and larger environment) issues in their purchasing decision. 

LB: As much as we wanted to – we (SCS) never could come up with green product criteria.  Every time we came up with our best guesses and expert opinions – we came up with more gaps.  We ended-up going through the ISO process and going through the development of a set of impact indicators representative of the major environmental issues.  It helps to re-frame the discussion in terms of a confined vocabulary that there is general consensus upon as being core environmental issues – global warming, smog, acidification, hazardous emissions to water, hazardous air emissions, particulate emissions, resource depletion, ecosystem disruption, etc. 15 – 20 impact indicators.  

Now, with a language, an alphabet, you can put any discussion into the context of those indicators.  Perhaps Green Home products should be described in the context of those impacts so that there is some unified method for describing what is known and not known.  A lot won’t be known but you can still say “we know a lot about this one indicator” and “this is what we’d like to fill-in over time”.  People can then debate around these indicators…

LC: But we have begun the process… (Back to the product categories)


Air Filters

(Issues)

· Efficacy
(Experts)

· E.P.A. (As a source – not something we would advertise)

· Good Housekeeping

· UL

· Consumer Reports (As a source – not something we would advertise)

· A.M.A

· American Pediatric Association

· Allergy and asthma organization

JG: NOT ALL of these experts will be revealed to the consumer.  The experts are for product decision making, not for marketing. We cannot say that the EPA says that this is a good product.

LC: But we need to bridge the gap between good environmentalism and good marketing of environmentalism and environmental information)

SS: Consumer Reports is a great system.  MM: We used to say we would be the Consumer Reports for green products.  SS: Then you have to have a rating system. 

Lamps (w will onsider re-naming ‘Lighting Fixtures’)

(Issues)

· Recycled

· Will it accommodate a CF bulb?

· Materials it is made out of

· Safety
· Ballast (where you don’t have to replace it each time)

JG: The theory (of two-piece bulbs) is that the ballast should last longer than the light.  The problem is that different manufacturers make the two pieces and the technology keeps changing.

· Energy efficiency
(Experts)

· American Association of Appliance Manufacturers

· UL

· Consumer reports

· Good housekeeping

· Recycled products guide

Smoke Detectors

(Experts)

· UCF (Union of Concerned Scientists)

· Insurance companies

· E.P.A.

· American Firefighter’s Association (or other firefighter org.)

· National Laboratory – like Lawrence Livermore

Vacuum Cleaners

(Experts)

· Energy Star

LB: The problem with Energy Star is the way in which they sub-categorize products in a way that minimizes your ability (as a consumer) to make fair comparisons. Her front-loading washer was compared against other front-loaders instead of against washers in general.

LC: We need to look at what the Energy Star metric is and make sure that it is relevant.

· Allergy and asthma organization

· MCS (Multiple Chemical Sentitivity) Doctors like Erica Elliot (also true of air filters, ionizers, smoke detectors)

· American Lung Association

· Society for Clinical Ecology

Wind-Up Items

LC: These are human-powered appliances like radios and flashlights - you could even make wind-up computers – a possible move for developing nations.  SS: Applied Innovative Technologies also has batteries that you shake.

(LC describes how to “light” a dill pickle. This  leads to a light-hearted conversation wherein SS proposes selling The Green Home Pickle Lamp, etc.  LC: “You can try other appliances, but if you really want to be green…” MM: “The pickle tastes really bad afterwards – FACT!” etc.)

(Issues)

· Efficiency – does it work and how well

· Recycled Plastic
· It works
(Experts)

· There may not be a lot of experts for this sub-category

· Alliance to Save Energy

LB: Another expert from the E.P.A. is Mary Ann Curran.  Who is the E.P.A.’s delegate to the Lifecycle Assessment Sub-Committee in I.S.O.  She is with the System Analysis Branch in Cincinnati of the E.P.A.  Her job is to track all of this stuff for the E.P.A. (SS knows her).

Bath and Shower Filters

(Issues) – lumps into water filters

· Low-flow / Water efficiency

· Effectiveness

· Municipal water districts

(Experts)

· MedLine

· (same as water filter)

· MCSC Doctors 

LMH: (Discussion about pools and the amount of energy needed to ozonate a pool as an alternative to chlorination.  This kind of ozonation is not bad.  LB’s husband works in the wine industry and has helped develop ozonation equipment for sanitation in the wine industry.  He carries an ozone meter which measures the levels of ozone which drops off as distance from the equipment increases.  So it still may be an issue because there is a distance and time decay issue.  MM: So he may be the expert). 

Bath and Facial Tissue

LC: Does hydrogen peroxide work as paper bleach?  Is it recommended and is it the preferred way?

JG: Yes. But there is no paper towels, bath or facial tissue that uses it anymore – it is all chlorine dioxide or sodium hypo-chloride (JG says is could be -chlorite). 

LB: Virtually no one uses elemental chlorine anymore because of the cluster rule that was put into place last year by the EPA. 

JG: Doesn’t not think it is gone. He spoke to the mill where Great White is made a couple of years ago and they were using it. There is an issue of quantities used (of sodium hypo-chloride).  A manufacturer John spoke to claims to use .3% of what is commonly used. 

· Qualify what the bleaching process is and how much is used in the process.

JG: Less is better and unbleached is best.  The last unbleached toilet paper (that JG is aware of) is now gone.  Envision is sodium hypochloride. 

LB: Concerning recycled fiber – there is an issue of the aggregate amount of bleach from the original source and how much of that comes back through the process the second time around.

· Aggregate amount of bleach

LB: This is something to look at – recycled is best in terms of resource and not a problem for toxicity.

JG:  … But not in terms of the toxicity in manufacture issue because that chlorine is already there – it has already been introduced.  He has never heard anyone make the case that chlorine that is already IN paper has any toxicity.

LB: There is also the production of sludge in the manufacture of recycled products.

JG: But that is in the manufacture of the product.

LB: But in the production of a product with recycled material there is increased sludge  production – increased non-useable fiber where you’ve go the fiber that’s been bleached becoming part of a sludge.

JG: The issue is the amount of chlorine that is introduced into the environment by the process as opposed to the amount of chlorine that is simply in the product.  Post-consumer waste, by definition, having been produced, has chlorine in it – it is gogin to go somewhere.  If the manufacturing process doesn’t ADD to or augment the amount of chlorine there – it is better to recycle it then to not recycle it.

LB: Assuming that you’re not increasing your energy consumption, which you frequently are when you recycle.  JG: Understands that you use around 1/3rd the energy when you produce a recycled product.

SS: (For Experts) There is a Chlorine Free Products Association 
 JG: Not very reputable, according to (JG, LB and LC agree) And they bribe mills to join the CFPA.

LB: In the study (SCS?) did in Germany there is much more vertical integration at a virgin paper mill.  They are burning wastes from timber operations so they have an integrated process.  They are not pulling energy off the grid so they are not contributing to the whole cycle of impacts related to grid energy brought in.  When you compare the recycled mills to the virgin mills, the recycled mills look awful.

LC: So for our purposes the sludge that comes from recycling the chlorinated source material is not significant – it is low on the totem pole as far as what we’re rating.

LB: Sludge is a landfill issue – it is lower than the product manufacture.  The MOST important issue is that:

· We should not be getting fibre from anything but well-managed forests (LB)

JG: If we are on bath or facial tissue:

· We should not be getting fiber from anything bust waste

LB: Paper recycling is down-cycling (unlike some other products that can go around and around) because of the diminishment of fiber.  If you are going to recycle, paper towels and tissue are the best candidates but if it is not 100% recycled, you still have a question about the virgin fiber portion.  Or if you find that the electricity consumption is a significant impact and therefore you want to avoid greenhouse gasses from coal plants – then you might choose a virgin product but what to make sure that its source is a sustainably managed forest.

JG: (In this category) To his knowledge, there is no virgin product – many are 100%, Green Home should choose from among the 100% recycled, those that have the highest post-consumer waste (the highest available being 100% and the lowest GreenCo. has considered is 60%)

SS: If you are going to market yourself as a green superstore we have to have a lot of choices. Customers want choice.

JG: That may not be true in every product category.

LB: So Green Home may offer unbleached, 100% post-consumer, BLEACHED100% post-consumer and 50% post-consumer and 50% virgin from a well-managed forest (if there were such a thing).

SS: We don’t need to decide what the very best product is but we need to know what is within the realm of what we are looking at.

JG:  But how many is sufficient?  He’s got three – which means 15 SKUs of toilet paper, 20 SKUs of paper towels… how many do we want?  SS: As many as you can get.

LC: In theory there is no difference between theory and practice.  In practice, there is. (heh).   We have virtual shelf space – it does not cost anything to add you to our list.

JG: But where do you draw the line? If there are only two good (100% post-consumer) products available, do you offer a third (at 60%) just to offer variety?

LC: We do not allow our slotting allowance to dictate our product procurement policy.

JG/LB: But where is the “floor”?

LC: Unless they were really scratchy and your mom wouldn’t buy it – we would go with the two 100% products.

MM: Is willing to go below 100%

LB: If we could place the discussion on an indicator-category basis:

· wood-resource depletion

· energy resource depletion (oil, etc.)

· resource depletion, etc. 

JG: But is the indicator of energy efficiency REALLY an indicator?

LB: (In this area) it is not about how much energy is used but what was required to produce that energy.

JG: That means being plant-specific (LB agrees)

LC: So what John is saying is that if there is a 100% - you don’t go looking for a lower percentage.  JG: GreenCo. doesn’t (and it doesn’t cost more).

LB: 100% products might be a filter that you are using UNLESS you can prove that even so, it is not the best environmental choice.  SCS used to work with Tree-Free “Stattler Tissue” – an EPA award recipient – because they ran the best operation.

Their 100% product was much better and different than Green Forrest 100% product because of the way they ran their plant.  So we don’t want to set-down a criteria that weeds out people or selects people JUST on the 100% criteria. They look the same to the consumer but they are much different. (This is based upon the lifecycle study SCS did of their product).
SS: In terms of what we are going to offer a consumer – the mainstream market - it may have to be in baby steps.  They may have to start with as low as 25% then move up to 50%, etc.  Consumers needs to raise their own floor.  She would hate to lose a potential consumer (audience) by deciding for them how much recycled content it needs to have. 
.

JG: Why would the consumer in the absence of any other criteria (comfort, price, etc.) say they want to buy 25% post-consumer.  SS: Psychological…

LB: People have a hygiene perception around toilet paper. SS: Agrees and knows someone who would never buy recycled toilet paper.

JG: So why offer the low PC content item?  Why not just explain it as a “myth”?

LC: People want the soft, squishy Charmin and we need to sell something close to that.

· Softness
SS: People have pre-conceived notions of environmental products.  Someone who has used the bad 100% TP will probably not try it again – unless they do it in baby steps.  If the 25 % is OK – they may move to 50% and so on.  It is like the hybrid car – people wouldn’t buy the electric car but maybe they’ll go for the hybrid.

JG: But when we take the time to market these products (corner markets and other mainstream stores) – people will buy them.  There has to be a criterion, a reason for people to come to green home. 25% post-consumer is Charmin.  (SS relents on the 25% - it was just an extreme example). 

LB: Without understanding the life-cycle from plant to plant, any criteria you establish will be subjective and subject to contradiction and create the potential for backlash backlash.  These are not nominal differences.  Green Home should state the manufacture claims only.  They should NOT then say that therefore it is an environmentally preferable product. 

(Disk Change)

The issues are resource depletion, energy use, recycled, reduced waste, energy consumption.

It is not a green and black world and Green Home will not be able to make that distinction.

You can’t aggregate indicators – you have to keep you arguments to the indicators themselves.  Green Home needs to state what the issues are – it needs to state what we know about these products right now – it DOES NOT NEED TO SOLVE THE PROBLEM.



LB: If it is a legitimate substantiated claim with reasonable documentation, you can make that claim.  Don’t even consider listing a company that is not going to give you reasonable documentation. (MM agrees) but don’t start drawing lines between 25% and 35% post consumer content.

JG / LC / MM: But we do have to draw that line. 

LB: Then you are getting into the game everyone else has gotten into – if you carry every product with an environmental claim – by what criteria are you going to exclude products?  (MM and SS support the point).
LC: We may carry a product that the manufacturer makes NO claims about – it just happens to be green – a reel lawnmower, a clothesline, etc.

LB: But we’re talking about toilet paper – wherein it is a claims issue.

JG: No, one of the two 100% post-consumer TP brands he is talking about – the company will only say “made from recycled paper” on the label. LC: Because they’re afraid it is a negative. SS: They think that because there is a psychological problem with the consumer purchasing the product (LMH agrees).

JG: Is Green Home catering to the psychologically problematic consumer? SS: Yes – especially with toilet paper. (LMH agrees).

LC/JG: In this particular case (toilet paper) we have a measurable axis – we don’t know the significance of that axis in terms of assessing the value of the product.  We know two things we can talk about environmentally in terms of the product:

· Post-Consumer Waste

· Bleaching
· Comfort / Softness


LB/LC/JG: These are the reasonable, measurable criteria for product selection axes – useful energy consumption information is too hard to get (at least at this point).

JG: If we have the product that offers all three – why would you go below that?

LB, SS, LC: Because people consider price, brand loyalty, and their own psychological comfort.

JG: He agrees with price and softness but not psychological comfort.  What if the customer asks you for the 0% recycled, 0% post-consumer content item because Mom used it?

SS: It has to have at least AN environmental attribute.

LC: We’re already making a compromise to psychology by selling toilet paper when most of the world doesn’t use it.

JG: The problem is in trying to create gray where there isn’t any (toilet paper) which will leave you when there is (just about everywhere else – like cleaning products, for example) totally non-credible.

LB: You consider that for recycled content but not for the bleached or non-bleached aspects?

JG: The decision GreenCo. and Green Home have to make for the person who is not going to buy brown towels is to offer the next best alternative. 

LC: So you are moving the bar yourself.

JG: He is not a purist – the rational choice is that if people won’t buy the best environmental product, you give them the next best thing.  But who, if given the choice between 60% and 100% post-consumer waste TP would buy the 60% unless it were cheaper (which it isn’t), softer (which it isn’t) or offers some other benefit.  If there is no other benefit – why offer it to them?

LC: If a product was hugely popular – if it was being asked for by our customers and it was less perfect than the perfect environmental product but it was close – we would sell it…

LMH: (Agrees with LC) We are a superstore.  She doesn’t think John is considering the psychology of the common person.  We are a superstore – we need a lot on the shelves, options.  We cannot pretend to know what everybody wants.

SS: In a couple of years though, we will have really good information from tracking the consumers and then we can start raising the floor.

SUMMARY:

LC: (one version of the summary) We will only sell the greenest thing that we can – but there is no rule.  We will sell something like the top three greenest products unless there is an important reason to sell something slightly less green (like popularity, quality, comfort, price familiarity).

LB: (another version of the summary) There are two proposals on the table that are not resolved:

1. In a category where there has been sufficient research conducted, such as JG has been able to do through GreenCo. in this product category – we should only offer the best.

2. (The alternative view – which Linda has) We, in this category, have not demonstrated that it is the best so that rather than state environmental preferability, we should:

a.  Identify the issues for the products

b. State the verified environmental attributes of the products that address those issues.

c. And allow the consumer to make a choice.
MM: 50% post-consumer is the threshold and beyond that you lay out the attributes.

LC: It is too arbitrary to say that 100% is fine and 60% is not fine but that chlorine or not chlorine is fine.  Those are decisions and value judgements that… SS: (agrees) That only the consumer can make… LB: (agrees) … If we make that decision, we’re just becoming another filter that may be filtering out the right environmental choice ultimately because we don’t have all the environmental facts.

JG: (does not buy the argument at all) It sounds like Linda is saying that if “I can’t prove that my criteria are the only or the best criteria then I just offer basically anything”.

LB: No – you would offer products that offer environmental attributes in those issue areas – that offer recycled content but not necessarily 100%, that offer elemental chlorine-free or TCF without being able to answer the question of whether one of those is better.

LC: So, if you are able to make a demonstrable claim in an issue area that distinguishes you from the pack in a green way then that’s generally a product.

JG: But then you have to offer the whole universe from 25% to 100% post-consumer content.

LB: She thinks that Green Home would say “Some of the issues that have been identified for toilet paper are these: the issue of fiber that could be more appropriately used in an application that could be recycled rather than in an end-use product like toilet paper, the issues of bleaching and resulting toxicity to the environment or lack of bleaching as an option.  The products listed below are products that have made some attempt to address these issues with varying levels of success.”  We’d offer unbleached, 100% recycled product, and then the bleached version of that product, then the 60% product.  But there is no way to arbitrarily draw the line…

MM/SS: In the case of TP, the whole industry is 25%… LB: Then we would NOT carry 25% because it represents “0”. 

JG: There is one manufacturer (Wisconsin Tissue) of unbleached consumer product but they stopped making toilet paper.  It is also 100% post-consumer.  All other brands are EFC – none are hydrogen peroxide-free and almost every product has SOME recycled content.  You would then distinguish between pre-consumer and post-consumer.

LB: There are more distinctions of recycled paper.  The post-industrial is also called pre-consumer but the category does not include industrial scrap which comes off the floor.  There are some materials the E.P.A won’t allow, there are some materials not allowable under ISO 14021, material SCS the Attorneys General won’t allow, etc. yet the industry will call it recycled and get away with it.

JG: In the case of Chinet plates the issue for the Attorney’s General is the amount of post-consumer waste…(the FDA will not allow post-consumer content).

(MM leaves)

LB: The issue of what’s being defined as recycled is going to be applicable to a lot of categories:

A lot of material that is being claimed to be recycled that doesn’t meet traditional post-industrial recycled definitions.

Post consumer – is well understood

Post industrial – is not well understood.  There is a lot of gray and people are very confused around it.  That is also the area around which industries are most likely to make claims about recycling when they don’t have a recycling claims to maks

LC: Now we are only including those that have made claims.

LB: (In the case of recycled glass) But if you break glass on the line, pick the glass up and call it recycled (which people do) they’re claiming 60 – 70% when, in fact that is just stuff that they would always have used as a part of basic plant efficiencies. 

JG: But you can’t use the word recycled by itself, if the post-consumer claim is not adequate (so say the E.P.A. and other agencies).  

LB: We need to continue this conversation for many or all recycled content products.  The EPA’s draft of recycled guidelines had a differentiation between home scrap and post-industrial scrap. They never finalized those drafts because so much industry opposition.  But their opinion at the time was that there should be a distinction.  A portion of post-industrial scrap should NOT be counted as recycled because it was not part of the waste stream (it was being used anyway) and companies claimed it was all recycled. 

JG: (Stated for the inclusion on these notes) The Canadian government defines these things differently.

(We decided to move on and come back to this.)

Dental Care

(Issues)

· Toxicity in use – sodium laurel sulfate, fluoride, mercury, saccharine etc.

· Sustainability (petroleum-based or not)
· Fluoride
· Formaldehyde
· Recycled content (the toothbrush)
(The next two items were spoken after disk 13 ended and placed here because they relate to dental care)

JG: The statistics about toothbrush waste were not good. What do we do about bad claims?

LC: We would probably clarify it and sell it.

--

LC: We were not going to sell personal care products…

LMH: If we do dental care, don’t we have to do all kinds of other things?  JG: Why wouldn’t you?  LMH:  We define what Green was – we should define what home is.  CG: Including your body…

LC: We did not want to bite off more than we could chew.  The idea was that consumers start with food then they move into more general merchandise areas when they begin to go green.  Over the past 7-8 years there has been double digit growth in organic food. 
 Double digit growth in non-food green general merchandise has just started growing in double digits in the past 2 – 3 years.  In the case of cleaning supplies, paper towels, etc, it has been 30 – 40 %.  We picked green general merchandise because it was totally undeveloped and there was no trusted source in that area.  Organics, personal care and nutrition are glutted.  Once we had a policy for certifying green products in that area – leverage it out into the more glutted markets.

JG: In the personal care industry there are tons of claims but there is no arbiter.  No one doing science, no one looking at the ingredients (as John has) and it is, largely, nasty stuff.  No one is making those distinctions.  Consumers are more concerned about what they put in their mouths than what they put in their washing machines.

LC: There IS no trusted source (for personal care) but there are hundreds of non-trusted sources with huge inventories and selections, at least three or four category killers are there – mothernature, greentree, more.com, etc.  We can only get in once we are the cat killer in general merchandise.  Then we can roll-in with something special, different and new like our ability to delineate. 

JG: If the claim is to be a green superstore why not start simple and work out? – Explain that there are lots more coming.

LC: Most stores (Walmart included) don’t do that.  So is it worth going public with a less than total range of products?

SS: Without covering all the categories, you run the risk of losing a customer.

JG: It is a fake issue – you’ll never have the total range of any products of anything at any time.  We may just be not as good in one area as another. 

LC: When we were trying to get a merchant account they asked if he was selling health-related products and were concerned because it seems shady.  Green Merchandise was simpler – less controversial, safer, smaller, etc.

JG: GreenCo. has made a similar distinction between health-related products (supplements) and personal care items because health-related claims are much, much harder to substantiate and because they are, for the most part NOT environmentally preferable.  GreenCo. carries hand lotion, bar soaps, salves, ointments, shampoo and conditioners.  Substantiating claims for those products are much like substantiating detergents.

CG: To open up the website with categories under construction contradicts our claim to be an environmental superstore.  Also, we have to consider what products sell on line - toothpaste and candles do, clothing may not because people want to fell them and see them up close.



LC: Then we will have to bring these products in – but the distinction between personal care and nutrition products is important.

(back to dental care)

(Experts)

· A.D.A.

· Anti-fluoride people (LB can get us the group)

· Chemically Sensitive People

LMH: Will we have baking soda in the toothpaste section of the store? Will we have it in the detergent and fridge deodorizer section.

LC: We should sell baking soda and other old-fashioned green products (Bon Ami, Borax, TSP, baking soda, etc.).

JG: TSP is illegal in Vermont where, as is true in many states, you cannot sell phosphates.  Borax has arsenic in it.

(back to dental care)

LB: Fluoridation issues – knows someone who is working against it – we don’t know if it is really bad or not.

· Fluoride 

· Sodium Laurel Sulfate  – It is in a huge variety of detergents, toothpaste, shampoo – CG: It is a foaming agent - makes things sudsy (from coconut or petroleum)

· Sodium LaureTH Sulfate is always from petroleum – The jury is still out.

LC: The issue is that Sodium LAUREL Sulfate causes cancer but you can never find the author of these claims.  It is a huge Internet rumor.

JG: One article on MedLine that said four people got a skin allergy.  The purported reason is that the processing of the coconut oil (with petroleum?) produces residual something that is carcinogenic.

LB: There has to be an independent study done.  SCS could do it but would not pay for it.

LC: Maybe Proctor & Gamble would pay for it.  LB: They have probably already done it – as long as they are selling Tide, etc., they don’t want to rock the boat. 

Shower Curtians

(Issues)

· Non-organic cotton vs. vinyl vs. hemp

· Outgassing

· Pesticides

· Mold

· Recycling
LC: MM and LC had a debate about the non-organic cotton shower curtain LC wants to sell.  MM thinks we should not sell any non-organic cotton.  LC says vinyl is (usually) a serious out-gasser, bad upstream, etc.  We also get a great deal on the shower curtain.  We’d love to sell an organic cotton shower curtain, a recycled plastic shower curtain and, possibly, a hemp curtain (if we decide to sell hemp).

(hemp discussed briefly and then it is decided that the argument will be put off until later.  The rest of the disk records a conversation revisiting the issues of dental care.  They are all written above, under Dental Care)

Soap and Shampoo

· Toxicity

· Recycled containers (sometimes at odds with content)
· Animal testing - but we may not want to touch the issue

JG: You have to provide the information that when the claim is made that the product is not animal tested that is probably because the ingredients have probably at some point been tested on animals – we have to clarify this.

LB: IF you (as a manufacturer) didn’t test the product but are relying on the (animal) test results of your upstream supplier – then it is the… LC: …most offensive type of claim.


:

JG: It is not incorrect to say that something is not animal tested but it is (generically) misleading.

LB: You could commission the Federal Trade Commission on some of these questions – if you identify specific products and ask them for a ruling – they might just give you one – it is one of their jobs.

JG: He had heard that they don’t do that…

LB: She has had to face several challenges from the FTC based up complaints made by competitors to someone they certified.  So she knows that they do this, having been on the receiving end.

JG: Understands that there is a grace period between when you change the product and when you change the label.

LB: (agrees) Stock in inventory is often O.K. for a year or two.  There is no specific time frame.  It is based on the size of the company, inventory, production, hardship of transporting, etc.  It is always case by case.

JG: It would be a great idea for us to know what the process is.  JG now knows what is and is not on an MSDS (sheet), for example.  It is all in the federal register.  So we can ask the manufacturer for more information, though some of them may say “I’ll tell you but you cannot tell your customers…”

LC: Then we’d have to make a decision about that…

Towels

(Issues)

· Organic Cotton – must it be certified?  Will we only sell organic cotton?  Organic cotton as a subset of organic grows twice as fast as organic.

· Green Cotton 
 – we need to learn the definition – it is not organic but there are purported benefits.  FCH: The person who manufactures the blanket for Harmony that they call “green cotton” contains at least some EcoSpun…

· Hemp – We will have to solve the hemp issue in terms of green or not green…

· Wool – FCH (for MM): There is a miticide that is used on all sheep so that organic wool may not actually exist.

JG: What about Organic certifiers?  Will we get our cotton certified?

LB: NutriClean (SCS), California Organic Farmers and all the various certifiers do food.  In terms of livestock, SCS doesn’t do it and she doesn’t know others who do it.  There was an organic food bill that passed in 1990 – partly USDA administered – the USDA defined livestock definitions, and may have addressed the issue of sheep, but no one agreed with the definitions.

JG: Thinks that they withdrew them…  LB: Doesn’t think there is anything definitive on the books right now… JG: There is now organic certification of animal products (meat) and there did not used to be (at least a year ago).

LC: 

· Toxicity in use (of non-organic textiles)

…in terms of residual pesticides.  CG: This is an issue and she has some more specific information about it from the institute.

· Upstream issues of non-organic cotton



LC: There is a symbiosis between non-organic cotton and pesticide industries, yet organic cotton is still growing in double digits.  As a subset of organic, it is growing at twice the rate.

JG: There are three organic cotton producers – Sally Fox and two others on Texas.  One product name is organic essentials.

LB: Will we take a position on GM cotton?

JG: Has not heard of any organic certifier that will allow GM.

LC: Thinks we are only selling organic cotton.

LB: Hasn’t heard of any organic certifier who would accept it…

JG: Organic cotton futons are on the order of eight times more expensive than the rest – yet we are considering eliminating cotton but not 60% post-consumer toilet paper which is clearly worse, costs more and is not as soft?!?

(MM, Avery and Tennessee arrive – people start drifting out of the room, Craig Miller of 21st Century Home arrives and is introduced around.  The group talks to the kids for a while… The party begins is earnest.  MM and JG begin a conversation 
  The following conversation is recorded but not audible.)

LC: How can we start to rectify inconsistencies in scale – once we get it all these issues out there – we have to go back and iron all of these issues out.

MM: Price is an important axis point and the market may make the decision for us.

JG: From a business point of view – if you sell 2 or three, because of the ration of price – you probably have to sell 1/8th as many organic cotton futons and get the same profit margin as a regular futon – it works if the profit margin is the same.

MM: So what is the contradiction?

JG: In the case of toilet paper you have a very clear criterion (according to John) yet we go below the best, below superior – we may be above the worst but we don’t have any GROUND for going below the best because the axes of price and quality do not apply.

In the case of cotton towels it may not be 100% clear that the organic cotton is not the clearly superior product.  It seems to be hard core on towels and “no core” on toilet paper.

MM: No one is MIXING organic and non-organic cotton.

Pool Filters (recorded on  an earlier disk)
(Issues)

· Ozone – time decay

· Hydrogen peroxide

· Chlorine (do a shock with chlorine once a month)
(Experts)

· Linda’s husband

LC: The way we handle the problem is to migrate toward an inventory play as quickly as possible – we need to own the last mile of the customer experience.

JS: No one says that “When we grow up” we want to be a virtual retailer.  This business grows so fast that there are only two points that matter:

1. What is your long-term plan and

2. What is NEXT / tomorrow

LC: Tomorrow we work with this model – we work with Al Sonntag to keep the fire under the suppliers to make sure that they fulfill.  As soon as it makes sense – when there is revenue we will be cross-docking and owning our own warehouses.  This will happen “organically” For now we can fulfill well-enough so that we do no loose our business.

JS: I still don’t get why it is ever necessary to be an inventory provider – ever.

JG: for certain goods there are minimum orders.  

JS: If there are distributors and they can be made to work together better – why not keep it that way.

JG: This changes my business model entirely.  I am used to selling in quantities that GH customers are not going to buy.  I don’t know if that will work or not.

JS: Then at least half of our job – our business plan is to figure out how to make you successful.  One possible solution is to BUY a distributor (like living.com did)

LC: Margins and branding – there is a retail axiom that you get a huge % of your profits from your generic brand.  We need to start sticking the Green Home label on stuff and selling it.  Do you think that there is a revenue stream possible for branding items that we may not even carry.

JS: I can imagine a store-within-a store model or you could do a Martha Stewart at K-Mart.

JG: A lot of the manufacturers are small, incompetant.

LC: We want to absorb those brands.

JS: OR tell them that you want them to be one of us for all of the non-store goods fulfillment.

LC: Double Rainbow is all but out of business as a label but they supply ice cream to everyone.

JS: So right now we pull together all the front end stuff for someone who wants to buy green.  The long term plan is to build our own distribution center by buying or rolling-up the local distributors, co-branding with stores, branding our own products.

LC: We will move up the food chain and as we do we find small manufacturers with good products and bad businesses –w e buy them.  We also re-brand things like Whirlpool.

SS: How are you going to compete on price with Real Goods if they inventory.

JG: Whole Foods is supplied by United Brands.  There is another one in Brattleboro – C & S – the 5th largest in the country – who no one has ever heard of because they are no one’s front-end.  Maybe when you own the whole world instead of distributing yourselves you contract with a huge distributor.

SS: Still, how do you stay price competitive?

JS: This is like Peapod vs. WebVan.  Peapod went to Safeway and shopped for you and visited you in a peapod uniform.  It is not reducing cost it is increasing the level of service for money and unless they can go to someone OTHER than Safeway they are buyin slightly doiscounted retail instead of wholesale.  Then Webvan comes along to take Safeway out of the picture – plug straight into the suppliers.  Unless you are really good at the logistics of distribution it may be better to buy it from someone else.

LC: Whole Foods has one big supplier.  Green Home has an extrnat where we are making the small manufacturers and suppliers to get them to perform.  United has a huge incentive to perform – we have to make sure that our suppliers are on board.  We have hired an expert in this and at the end it is his question.

JG: The one disadvantage is that they have on big supplier and ours are spreas out all over.

SS: Still, every time we sell CitrSolv we will make less than Whole Foods because Whole Foods was able to buy 50 cases and we could not.

JG/LC: Right now GreenCo. and United Brands buys this product at the same price.  The manufacturer believes that there is a law that makes them do this.  But then GreenCo. sells it to Green Home for a dollar or two more and we retail to the customer for more than that.  The difference is that when GreenCo. sells it to us we are delivering it straight to the customer.

LC: We sell it to our customers for a 25% margin (33% mark-up).  The customer pays for the shipping – it is not a profit center – we pass the cost through.

JG: Froma business plan proint of view we do not need to worry about  the out of the door price and the in the door price.

JS: OR can we provide enough value that makes people NOT price compare. Let’s say for a minute that we will find out by driving traffic whether that is a sustainable business model to do business with the small guys.  Today we are definitely NOT an inventory play because we are not buying warehouses.

JG: I just want to be sure that after 27 hours we have an answer for the VCs.  IF I were a venture capitalist I’d be concerned about price competition.

JS: Let’s say that we are not building an inventory structure now while taking ointo account that if we do move into bricks and mortar we will.  In the long term, we are problem solvers.  In the short term there is not a good source of information.  We are not an inventory play this year and we might be one eventually if the market pushes us in that direction.  We have to watch our relationships with our suppliers.

JG: If I am a VC – why do I care?  I may be out of the picture before you change your business plan.  I think you want to tell me how to make money without doing any of that crap – I want to know how to make money with the plan as it is now.

JS: The answer is that we are an eyeball play – we know that people like John are out there ‘cause there is John.  I (as a VC) care very much if GH has a compelling relationship with your fulfillment partner.  I need to know that the supplier is happy and will stay that way.

LC: There is an execution risk with this model – in certain ways because I do not own the last mile which is scary to investors.

JG: But it is the most common business model there is.

LC: Yet VCs always ask how you are going to control them – how are you going to get them to ship on time – if you are relying on a company that you don’t own or have a stae in, etc. then you have more risk than a typical retailer.

JS: The answer is that every small record store used Valley Retailer – they private branded for everyone (Amazon, CDNow, etc.).  As these eyeball plays started to gather steam Amazon started their own, CDNow and Music Blvd. Combined, etc.

AFTER LUNCH SERVICE STUFF

JS: The point of doing the service stuff is the essence of what an eyeball play does – attract people

JS: You can raise money at a higher valuation with the same valuation.  If you were trying to run this as an inventory business (LL Bean) that will be much less highly valued than one that has a more net-ish, infomediary, eyeball aggregator – we don’t want to be Wen Van, we want to be CNET.

LC: We have two hour to some up with an understanding of what our business is.  With us is Jonathan Weber who is Editor-in-Chief of The Industry Standard, Jonathan Steuer senior Strategist for Scient.  Andrew Pickholz – General Counsel or Green Home, worked for Cisco, Fenwick and West and Lawrence’s cousin.

LC: What we decided this morning is that we are not an inventory play, we are an eyeball play.  We are trying to be a solution provider for a green lifestyle.

MARKET SIZE

Unless we can specifically know our market size is, we cannot know how much money we can make and no investor is going to be interested.  To do this we have to be able to define green.  We also need to look at every possible product category and decide if there is a green product or green product potential.

We have begun to do this with census data, C of C data that total tells us that it is anywhere between 2.5 – 3.1 billion dollars.  

JG: There are green possibilities in every possible category.

SS: With the exception of rent…

LC: The way we sized the green products market was to look at actual industry and determine the size and whether or not a green product has shown up in there.

I have spoke to the top five experts of sizing the green market and no one knows.  We need to figure out the problem ourselves.  I can show that the migration of purchasing habits

AP: How do you reach your customers if you are all over the map.

(lots of controversy of how big the market is and what numbers you use to determine it and how important it is to make that determination).

AP: You need to be able to shoe what size market can you get to with a $10 million marketing budget, a $25 million budget and a 

JS: You will have to be able to show how big the market is and how we are going to get to that market.

SS: Lawrence has gone MUCH farther than anyone else in determining the market size.  There is not even a City (besides Santa Monica) or a Green Business Association – only associations within each product or service category.  Whatever LC’s numbers are, no one can contest it.

AP: No one says that they are going to capture a trillion dallar market

JS: You have to pass the bullshit test

LC:

To re-cast what Green Home is – we are an lifestyle play – we provide solutions for people who want a green gardener, heating duct cleaner, maid, carpet cleaner, etc. and we send them to the local green version of these service providers get a margin on all of them.  

The current market sizing says that there is a $500 billion market and we can get 1% of it.

(debate about providing services)

MM: We can get all the market size we need to get by leaving out the service points

LC: Well, in the same way we decided to deal with our distributor model that we originally came up with we are saying that we will do the same thing with the original market sizing we came up with.

AP: We should not get side-tracked on whether or not we include cars and personal services.

JW: You do not need the marginal stuff.

JG: The TAM is $400 billion with supplies, apparel and services (excluding personal services and cars) but to use these numbers to size our market is a total guestimation.

With this business model, what can I expect to capture?

JW: It is implausible to argue that ALL of that potential market is going to be green.

JS: If you are creating a channel then the fact that every oven cleaner turns green over time – that makes your market smaller not bigger because there may only be one product and you can get it at Safeway.

JG: But that is an important problem to consider.

JS:

LC: Conservative estimates put the green market size at 2.5 billion market (industry analysts, Jackie Ottman, Harvy Hartman, Susie Shannon, 

We have established growth at 35% per year (John says it is too high)

LC: I think I can support that it will grow at 10% - 20% per year year.  Then I go in to say what the 2.5 million represent.

AP: - leads discussion of what the potential growth per year is. JG says that it is 15%

JG: You are not going to get to the right answer about how big the market is.

SS: You have better information than anyone else and you are being conservative

AP: You (LC) has drilled-down more, more deeply and more accurately than anyone else.

JG: We have to distinguish ourselves because every other business like this has failed – there used to be 200 million green retailers now there are only 10.  The reason these stores failed may have been that people went to the hardwar store

JW: This is a fairly easy distinction to make.

SUMMARY - $400 billion TAM, we get 1%.

THE PITCH

Green Solution Provider?

First National Brand to be The Trusted Source for Environmentally Goods and Services

Ons Stop Shop

JS: Unless people understand that they have green problems, we don’t want to say that we 

JW: Put in NUMBER of exclusive agreements

LC: Endorsements but no big name board members.

JW/MM/JS: World class sounds lame – no one will say who they are.

MM: A Doctor and an NGO big shot.

LC: Where we are now - Content deals (LMH, Natural Home, etc.), Marketing (Cheskin), Pro Formas (how we’ll spend the money), Web Site, 

AP: “1500 square feet of office space in San Francisco” and that we have a staff.

JS: How do you address the burn rate?

AP: IF you have a staff then you probably have enough viability that someone will ultimately fund you.

JS: Say five full-time staff and say the 1500 square feet

LC: Now for the play – 

The first national brand… The point is that the solution is the products.

JS: Then you are not an eyeball play

ALL: you have to add “and content (or information)” to “The first national brand…” sentence.

JS: We have to talk about the fact that as soon as we start rating products it is hard to sell products (for a 

One stop shop for environmentally friendly goods, services, and information

JW: #1 opportunity, #2 play, #3 where are we now (or not)

LC: 1. Play

The first slide is “The first national brand to be the trusted source for environmentally friendly goods and information”

Environmentally preferable alternatives exist for most household products and services Americans use daily. 

2. Green =$$$

TAM = $400 billion

Currently $5 – 25 billion

Green General Merchandise is growing at 15% per year

$50 billion US consumer retail green in 3 years.

Horizon

3. Consumers Demand Green Products

4. Problem – if demand is high, why is penetration low

JW: Format this better Availability, Trust, Quality, Price, Awareness all big and on their own line.

5. slide number 5 – Green Home Satisfies Unmet Consumer Demand

Awareness –

This slide will say something to the effect that “We won’t sell it if it does not work, no matter how green it is.”

6. Internet made to sell green products

6.5 CONTENT – content is key – educated people respond to education

Bullets:

Trustworthy Information Creates New Markets

Unique Selection Engine Makes Buying Easy

Green home audit encourages product sales

lllContent Comes From Experts

7. Introduction to the company

7.5 Snapshot of the Home Page

8. Partnerships

9. Management Team – make sure we make the list right – shouldn’t be the same people on both management team and advisory board & Advisory board (put them on the same slide)

(assume you are done at this point)

JS: Now that we have done opportunity, problem, solution, where we are no THEN we need to talk about what we are going to do – Why we are going to win.

Next – should it be how we are going to market OR should we talk about our competitive advantages.

10. Competitive Landscape

11. Competitive Advantages

12. Why We Are Different

13. Market Segmentation (says “pie me”) (we’ve done our research about the market and we have segmented the market)

14. Marketing Plan (the most important slide) (This is how we approach it – we are a market maker) – Take out the second line about Sears, Home Depot, etc. JS says we could keep it in as long as we are an information play.

15. Market Trends

16. Changing the landscape

17. Future Development

�PAGE \# "'Page: '#'�'"  �Page: 4���Disk 1 Track 8


�PAGE \# "'Page: '#'�'"  �Page: 6���Disk 1 Track 12


�PAGE \# "'Page: '#'�'"  �Page: 6���Disk 1 Track 13


�PAGE \# "'Page: '#'�'"  �Page: 7���Disk 1 Track 14


�PAGE \# "'Page: '#'�'"  �Page: 7���Disk 1 track 15


�PAGE \# "'Page: '#'�'"  �Page: 10���Disk 3 Track 1


�PAGE \# "'Page: '#'�'"  �Page: 10���Disk 3 Track 2


�PAGE \# "'Page: '#'�'"  �Page: 10���Disk 3 Track 3


�PAGE \# "'Page: '#'�'"  �Page: 11���Disk 3 Track 4


�PAGE \# "'Page: '#'�'"  �Page: 12���Disk 3 Track 5


�PAGE \# "'Page: '#'�'"  �Page: 12���Disk 3 Track 6


�PAGE \# "'Page: '#'�'"  �Page: 12���Disk 3 Track 7


�PAGE \# "'Page: '#'�'"  �Page: 13���Disk 3 Track 8


�PAGE \# "'Page: '#'�'"  �Page: 13���Disk 3 Track 9


�PAGE \# "'Page: '#'�'"  �Page: 14���Disk 3 Track 10


�PAGE \# "'Page: '#'�'"  �Page: 14���Disk 3 Track 11


�PAGE \# "'Page: '#'�'"  �Page: 15���Disk 3 Track 12


�PAGE \# "'Page: '#'�'"  �Page: 15���Disk 3 Track 13


�PAGE \# "'Page: '#'�'"  �Page: 16���Disk 3 Track 14


�PAGE \# "'Page: '#'�'"  �Page: 16���Disk 3 Track 15


�PAGE \# "'Page: '#'�'"  �Page: 17���DISK RAN OUT 


�PAGE \# "'Page: '#'�'"  �Page: 18���Disk 4 Track 1


�PAGE \# "'Page: '#'�'"  �Page: 18���Disk 4 Track 2


�PAGE \# "'Page: '#'�'"  �Page: 18���Disk 4 Track 3


�PAGE \# "'Page: '#'�'"  �Page: 19���Disk 4 Track 4 – DISK RUNS OUT


�PAGE \# "'Page: '#'�'"  �Page: 19���Disk 5 Track 1 – After the break


�PAGE \# "'Page: '#'�'"  �Page: 19���Disk 5 Track 2


�PAGE \# "'Page: '#'�'"  �Page: 19���Disk 5 Track 3


�PAGE \# "'Page: '#'�'"  �Page: 19���Disk 5 Track 4


�PAGE \# "'Page: '#'�'"  �Page: 20���Disk 5 Track 5 – approximate location


�PAGE \# "'Page: '#'�'"  �Page: 20���Disk 5 Track 6 – approximate location


�PAGE \# "'Page: '#'�'"  �Page: 21���Disk 5 Track 7 – approximate location


�PAGE \# "'Page: '#'�'"  �Page: 21���Disk 5 Track 8


�PAGE \# "'Page: '#'�'"  �Page: 22���Disk 5 Track 9


�PAGE \# "'Page: '#'�'"  �Page: 22���Disk 5 Track 10


�PAGE \# "'Page: '#'�'"  �Page: 22���Disk 5 Track 11


�PAGE \# "'Page: '#'�'"  �Page: 23���Disk 5 Track 12


�PAGE \# "'Page: '#'�'"  �Page: 24���Disk 5 Track 13


�PAGE \# "'Page: '#'�'"  �Page: 24���Disk 5 Track 14


�PAGE \# "'Page: '#'�'"  �Page: 25���Disk 5 Track 15


�PAGE \# "'Page: '#'�'"  �Page: 25���Disk 6 Track 1


�PAGE \# "'Page: '#'�'"  �Page: 26���Disk 6 Track 2


�PAGE \# "'Page: '#'�'"  �Page: 27���Disk 6 Track 3 – approximate location


�PAGE \# "'Page: '#'�'"  �Page: 27���Disk 6 Track 4


�PAGE \# "'Page: '#'�'"  �Page: 28���Disk 6 Track 5


�PAGE \# "'Page: '#'�'"  �Page: 28���Disk 6 Track 6


�PAGE \# "'Page: '#'�'"  �Page: 29���Disk 6 Track 7


�PAGE \# "'Page: '#'�'"  �Page: 29���Disk 6 Track 8


�PAGE \# "'Page: '#'�'"  �Page: 29���Disk 6 Track 9


�PAGE \# "'Page: '#'�'"  �Page: 30���Disk 6 Track 10


�PAGE \# "'Page: '#'�'"  �Page: 30���Disk 6 Track 11


�PAGE \# "'Page: '#'�'"  �Page: 30���Disk 6 Track 12


�PAGE \# "'Page: '#'�'"  �Page: 31���Disk 6 Track 13


�PAGE \# "'Page: '#'�'"  �Page: 32���Disk 6 Track 14


�PAGE \# "'Page: '#'�'"  �Page: 32���Disk 6 Track 15


�PAGE \# "'Page: '#'�'"  �Page: 33�� 


�PAGE \# "'Page: '#'�'"  �Page: 33���Disk Runs Out


�PAGE \# "'Page: '#'�'"  �Page: 33���LC Types – Disk is not recording


�PAGE \# "'Page: '#'�'"  �Page: 34���Disk 7 Track 1


�PAGE \# "'Page: '#'�'"  �Page: 35���Disk 7 Track 2


�PAGE \# "'Page: '#'�'"  �Page: 35���Disk 7 Track 3


�PAGE \# "'Page: '#'�'"  �Page: 36���Disk 7 Track 4


�PAGE \# "'Page: '#'�'"  �Page: 36���Disk 7 Track 5


�PAGE \# "'Page: '#'�'"  �Page: 37���Disk 7 Track 6


�PAGE \# "'Page: '#'�'"  �Page: 37���Disk 7 Track 7


�PAGE \# "'Page: '#'�'"  �Page: 38���Disk 7 Track 8 – approximate location


�PAGE \# "'Page: '#'�'"  �Page: 38���Disk 7 Track 9


�PAGE \# "'Page: '#'�'"  �Page: 39���Disk 7 Track 10


�PAGE \# "'Page: '#'�'"  �Page: 40���Disk 7 Track 11


�PAGE \# "'Page: '#'�'"  �Page: 40���Disk 7 Track 12


�PAGE \# "'Page: '#'�'"  �Page: 41���Disk 7 Track 13 – approximate location


�PAGE \# "'Page: '#'�'"  �Page: 41���Disk 7 runs out


�PAGE \# "'Page: '#'�'"  �Page: 41���Disk 8 Track 1


�PAGE \# "'Page: '#'�'"  �Page: 42���Disk 8 Track 2


�PAGE \# "'Page: '#'�'"  �Page: 42���Disk 8 Track 3


�PAGE \# "'Page: '#'�'"  �Page: 43���Disk 8 Track 4


�PAGE \# "'Page: '#'�'"  �Page: 44���Disk 8 Track 5


�PAGE \# "'Page: '#'�'"  �Page: 45���Disk 8 Track 6


�PAGE \# "'Page: '#'�'"  �Page: 46���Disk 8 Track 7


�PAGE \# "'Page: '#'�'"  �Page: 46���Disk 8 Track 8


�PAGE \# "'Page: '#'�'"  �Page: 46���Disk 8 Track 9


�PAGE \# "'Page: '#'�'"  �Page: 47���Disk 8 Track 10


�PAGE \# "'Page: '#'�'"  �Page: 47���Disk 8 Track 11


�PAGE \# "'Page: '#'�'"  �Page: 47���Disk 8 Track 12


�PAGE \# "'Page: '#'�'"  �Page: 48���Disk 8 Track 13


�PAGE \# "'Page: '#'�'"  �Page: 48���Disk 8 Ends


�PAGE \# "'Page: '#'�'"  �Page: 48���Disk 9 Track 1


�PAGE \# "'Page: '#'�'"  �Page: 49���Disk 10 Track 2


�PAGE \# "'Page: '#'�'"  �Page: 49���Disk 11 Track 3


�PAGE \# "'Page: '#'�'"  �Page: 50���Disk 12 Track 4





04/30/00

45

