11/30/2016

The Federal Trade Commission
Federal Trade Commission
600 Pennsylvania Avenue NW
Washington DC, 20580

USA

Re: Public comment on Green Guides - Organic Roundtable, Project No. P954501

Summary: In our analysis, current product labeling practices provide adequate
information to allow concerned consumers to make informed purchasing decisions
regarding certified organic products and products containing organic ingredients.
However, the use of the term “organic” should remain exclusively under the control of the
USDA National Organic Program, and ingredients listed individually as “organic” should
be required to be certified organic (with an auditable supply chain).

As experts in how to educate consumers on complex topics to ensure their ability to make informed
personal decisions, we know it’s possible to provide consumers with precisely defined terms and a

framework with which to compare claims such as “natural” and “organic”. In fact, a group of properly
informed consumers will most often quickly reach a consensus about the qualitative differences

between claims. There will certainly be differences in how consumers personally value each claim.

The late night talk shows love to make sport of catching consumers in the street and asking them
random questions like, “What is a GMO” or “What is Organic”. Partly as the result of asking someone to
recall specific and complex information outside of its normal context, and partly due to creative editing
of the most egregiously erroneous responses, any decent production crew can make any group of
consumers look like dolts.

Survey companies working on behalf of trade groups and regulators don’t try to recreate this comedy
scenario intentionally, but nevertheless end up with a similar set of seemingly random responses. In a
representative survey about diapers for instance, a large number of participants will have no direct,
personal experience with labeling and attributes on which to base an informed comment. At best, many
responses will be derived from second hand media representations. However, if you ask a hunter about
rifles, or a smoker about cigarettes, or a trucker about diesel engines, you will discover a wealth of
informed opinion and great agility in weighing and evaluation marketing claims. Similarly, the animal

|II

activist and vegan may have little patience with the “natural” or “organic” label. She only wants to make

sure no animals were harmed in testing and no animal products are in the bottle.

Consumers in general are often confused by different classifications -- of all types of products.
Determining the depth of their confusion may serve some purpose, but the confusion should be no
surprise. With label claims like Natural and Organic (not to mention Naturally Raised and All-Natural)
even highly trained and knowledgeable experts often disagree.
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It’s clear that a great deal of time, expertise, caution and effort went into the design and execution of
the “Recycled Content and Organic Claims” survey. Yet by the authors’ own admission, the accuracy and
usefulness of the results should be recognized as being “severely limited”. | am attaching a far less
sophisticated survey, completed in 2010, which may shed light on how consumers perceive label claims.

About 200 full responses were received from 20,000 customers who were offered the survey through an
email campaign. Respondents self-selected and were not compensated. The FDA was interested in
research on “health conscious” consumers, so self-selected health food store customers was an
appropriate proxy. No attempt was made to create a representative sample of a broader population. A
number of label claims (primarily seals and logos) were force-weighted against each other by
respondents.

The USDA Organic seal was by far the most significant seal to consumers. However, the most common
response to the survey overall was that no amount of claims, seals and certifications was more
important than the content of the ingredient panel. In short, the individual needs and preferences of
health conscious consumers trumped all marketing claims. A consumer with celiac disease, for
instance, was less impressed with a Gluten Free logo than with a list of ingredients that clearly stated
there were no ingredients containing gluten. That wheat might be organic was irrelevant to her. Other
customers noted they did not eat rice; no marketing claim can overcome that objection if there is rice in
the ingredients list.
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The FTC should bear in mind that concerned consumers are already quite able to differentiate one
product from another and one marketing claim from another.

While it would be helpful to educate every consumer about every possible product attribute in every
category, this kind of education would not necessarily decrease confusion among consumers to whom
the attributes are not important. Conversely, once a consumer decides that particular attributes matter,
the label information currently required on body care and food products seems to be adequate for them
to make appropriate decisions. Consumers simply do not have the bandwidth to care about every
attribute all the time.

Rather than ask How do consumers perceive organic (or recycled) claims?, the more practical question
is Do concerned consumers have adequate information to differentiate product attributes on retail
shelves? We believe they do.

The body care offerings at a national chain of health food stores (where | am employed) will carry about
1,000 unique products. The grocery chain is recognized as a leader in transparent disclosure, and for
banning ingredients that may be dangerous. The chain also emphasizes specialty products that appeal to
customers who need fragrance free, hypo-allergenic, vegan, and other formulas. For the record, there
are only a handful of products that make a claim to be an “organic” product, and all of them carry a
USDA certified organic seal. A quick survey of the USDA National Organic Program Organic Integrity
Database (an official list of all certified organic producers and products) verifies the observation that
only a limited number of products claim certified organic status.

The following spreadsheet captures the main marketing claims made by a selection of natural and
“Certified Organic” body care products found in our stores. From the consumer’s point of view, several
decision paths unfold at once:

e Thereis a base standard that is expected given that the products are being sold by a store well
known for its carefully curated products.

e There are quality statements that telegraph additional general information such as “100%
Natural” and “USDA Organic”.

e Typically, a concerned consumer will turn the package to read the ingredient list if they wish to
avoid certain ingredients. Most products make this process easier by stating what the product
does not contain in larger print on the main display panel. These upclaims are often the most
important selling point for the product.

e Upclaims are the stepping stones from weaker standard (e.g. Natural) to a stronger on (e.g.
Certified Organic). They may also call attributes not specifically included in a standard. Thus you
see a Natural product “made with organic ingredients”, or Organic “100% grassfed” meat.

e Inthe attached pictures of representative body care products, one sees careful restraint in not
first claiming a higher standard and then qualifying it downward. For instance, it’s extremely
rare, not to mention illegal, to claim a product is organic “except for some synthetic
preservatives”.
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A key upclaim is to list individual ingredients within the ingredients list as “organic” or “natural”

both on conventional and non-certified organic products.

Also, note that the “Made with Organic” claim, a legally allowed statement for products containing at
least 70% organic ingredients, is rarely used. Nine out of ten certified organic products quality for the
Organic or 100% Organic label claim. | would suggest this reinforces the point that upclaims are

preferred to downclaims (qualified claims). Natura

minus”.

In short, upclaims rule, downclaims drool.

Image #

Brand Name

Product

Does not Contain

|ll

Organic Ingredients Isited

using:

USDA Seal

Certifier

plus-plus” is a stronger claim than Organic “minus-

10

11

12

John Masters
Organics

Badger

Motherlove

Nature's Gate
Tom's of Maine

Everyone

Nourish Organic

Avalon Organics

Dessert Essence

Badger

Burt's Bees

Chagrin Valley

Shampoo

Sun Balm

Skin Care

Toothpaste
Toothpaste

Baby Oil

"100% Natural"
Body Wash

Conditioner

Body Cleanser

100% Natural Sun
Screen

98.9% Natural
Skin Lotion
Dry Shampoo

GMO's, parabens, DEAs MEAs, TEAs,
Sodium laurel sulfate, arificial
color, artificial fragrance

none listed

No petroleum or synthetic
ingredients. No parabens or
artificial preservatives
Flouride and Carrageenan

Flouride Free

Gluten Free, no synthetic
fragrance, paraben free

No parabens, phthalates,
petochemicals, artificial fragrances
or preservatives, silicones,
propylene glycol, mineral oils,
sufates, synthetic dyes, triclosan,
EDTA, or aluminum.

No GMOs, parabens, harsh sufates
or preservatives, synthetic colors
or fragrances, phthalates or animal
testing.

none listed

Hypoallergenic, nonComedogenic,
nonGMO, NonNano,

Hypoallergenic. No parabens,
Phthalates, Petrolatum or SLS
none listed

*Certified Organic (partial)

*Certified Organic (95%?)

*Certified Organic (100%?)

none identified as organic
none identified as organic

*Certified Organic (95%?)

Organic [Latin Name]
[Common Name] 95%
Organic?

*Certified Organic (partial)

*Certified Organic (95%?)

*Certified Organic (partial)

none identified as organic

Organic [Commmon Name]
(100%?)

None

Yes

Yes

None

None

Yes

Yes

None

None

None

Yes
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NH Dept of
Agr
Oregon Tilth

CCOF

Oregon Tilth

Oregon Tilth

Ohio EFFA

None

Cruelty Free

Cruelty Free

Cruelty Free, Water Aid, Soy Ink,
FSC
Terracycle, BPA Free

GF, nonGMO, Bcorp, Cruelty Free,
Recyle

GF, Vegan, Recycle, Cruelty Free,
Made in USA

Charity, cruelty free, recycle

Cruelty free

NSF Certified, Natural Products
Association Certified

Cruelty Free, Pediatrician Tested,
Greater Good Certified
Cruelty Free, Vegan, NonGMO



If it is the FTC's mission to “develop rules to maintain a fair marketplace...and educate consumers”
it would do well to consider how the USDA National Organic Program has, within the scope of its
congressional mandate, fostered the growth of a $40 Billion industry whose rules apply equally to
all participants. One of the keys to the success of the NOP is its enforcement provisions. Certifiers
and their inspectors are accredited and audited. Organic operations are inspected both annually
and at times without notice. Noncompliance requires a written acknowledgement and corrective
action plan. Continued noncompliance can and will lead to suspension or termination of the organic
certification.

Our concern as an industry is that this robust set of rules that maintain a fair marketplace for
organic food, feed and fiber may be undermined by other product categories using the organic
designation outside of the enforcement and compliance mechanisms of the NOP. THE UDSA
Organic seal has within it a large number of Yes You Cans and even more No You Can’ts. But, each
and every one has been negotiated by the community through a long term consensus process. The
rogue company that wants to define for itself what “organic” body care, car care, hair care, pet care
or clothing care means, based solely on what is convenient for it, will not find itself welcome in the
longstanding and formidable organic community. The USDA Organic seal already means something
unique. In turn it has given unique meaning to the word “organic”. Allowing any regulatory body
besides the USDA National Organic Program to sanction the use of the word organic incurs the risk
of damaging this carefully established meaning and the regulatory framework behind it.

Key observations and recommendations:

1. Inthe healthy/natural retail channel, most products are already labeled in ways that do not
imply attributes the product does not actually possess. In particular, the organic claim is
carefully managed through the ingredients list (for non-certified products), and through the
USDA Organic seal (for certified products). There does not appear to be any potential for
confusion here.

2. The USDA certified organic products (bearing the organic seal) contain only ingredients that are
allowed by the NOP. While the Organic Foods Production Act did not specifically contemplate
body care products as part of its scope, some products have been certified based on their
containing only non-synthetic oils, minerals, and botanicals that would normally be allowed in
organic food products. The USDA and FTC should be vigilant that body care products displaying
the organic seal only contain ingredients found in organic foods. And especially, these products
should not be allowed to contain non-organic ingredients base on the premise that the National
List has not excluded them. These are very narrow guardrails in which to operate, but the OFPA
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was not designed or intended to expand to body care and cosmetic (and other) products. If
makers of those products wish to claim certified organic status, they should be encouraged to
approach the appropriate legislative body to establish regulatory authority to do so.

3. Finally, and most importantly, the use of the term “organic” preceding individual ingredients
in a product that is not certified organic presents a critical challenge. Without proper oversight
and auditing, there is no effective control over the source of those ingredients. Ingredients that
are identified as organic on a principle display panel or in the ingredient list must be identified
specifically as certified organic. This rule compels the manufacturer to buy only from certified

organic suppliers, which in turn establishes a legal audit trail to verify the ingredients used are in
fact organic. Otherwise, “organic” ingredients are called that based solely on the opinion of the
formulator.
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Image 1

Brand: John Master Organics

Claim: certified organic ingredients called out using asterisk and footnote on ingredients panel.
- ) ‘ )

4é pour les cheve

= -
gs}%relrsm masters ZEaree=  nmasters masters |
' organics EEEEEEESE  Organics organics |

prganics Sca|p

evening primrosé 4 citrus &
znc & sage shampoo " Pearmint & meadowswee neroli
scalp stimulating detangler

shampo0 for dry hair
vith conditioner : shampoo

shampooing & IV soin déméla

shampooing & d'onagré ocs Shampooing stimulant auzagmof:?;
aprés-shampooing pour cheveux 5 1 a la menthe her
2en1 Zinc & Sauge S o Verte & reine-des-pres
Joh stor:
gfioz/ 236" |‘|| || I |’|| 81l oz /236 ml 8floz /236"
mil
erectes § 69558150002 ¢

er), babassuamidopropyl betaine, decyl glucosicé ini - i
coamphodiacetgte-pgimmondSia chinensis (0003 Product containing mostly non-organic
lonicera caprifolium (honeysuckle) flower exfac botanical ingredients. Ingredient include Latin
doica (nettie) root extract* panthenol (vtarmin &5, o -
%in, lavandula angustifolia (lavender) oil’ rosmann” and common name. Asterisk denotes certified

8 (rosemary) leaf oil* achillea millefolium (yaffO;) o )
camellia sinensis (white tea) extract’ eqU'Se“;d, organic ingredient.
8 (horsetail) extract* salix alba (willow) b?::ve;r:; ™

“Momila recutita (chamomile) flower extract’ e i ;
a (lavender) LX;’;‘C‘S sly(:r)1phytum officinale (com™ Brand “John Masters Organics” contains

jI* heliants

I :!rascul;fngoszggigﬂiiégﬂi%ﬁ;ﬁg:ﬂsm (ﬂa:i ;:g organic in the brand name and appears to
;’j;hr'\%?& fp?g:lsysli:im ;;ngtihfoon‘g:f" o0 appropriately represent the contents of the
| J: Protein, sulfur, soy tocopherol, linaiool "moneﬂm‘mo; product.
~%d Organic t A natural component of e55;
Vi W?QPSL;,g‘;;f‘g‘;j}fcrlgi@;ﬁ;ﬁ;-&fﬁ:jﬁf&i Not a certified organic product.
Made in UéA %

Notice the statement of prohibited ingredients.

~John Masters Organics™
77 Sullivan Street New York, N;117%0h1/|anage

R
%, Rue de la Croyere 10A, BE- '
johnmasters.com Note there are no upclaims.




Image 2

Certified organic product. Ingredient
include Latin and common name.
Asterisk denotes certified organic
ingredient.

Brand “Badger”

No “Does not Contain” statement or
other upclaims.

‘ AFTER SUN BALM —_—
" Soothin after-sun skin care that conditions and |
smoothes parched skin, gently and naturally.

INGREDIENTS: *Olea Europaea (Olive) Fruit Oil, *Cera Alba
(Beeswax), *Simmondsia Chinensis (Jojoba) Seed Oil, “Theobroma
Cacao (Cocos) Seed Butter, Butyrospermum Parkii (Shes) Seed Butt.er,
*Lavandula Angustifolia (Lavender) Flower Oil, *Hippophae Rhamnordes
(Sesbuckthorn) Fruit Extract, *Tanacetur Annum (Tansy) Flower Oil,
*Citrus Aurantifolia (Lime) Peel Oil, *Citrus Aurantium (Orange) Peel Oil,
*Cananga Odorata (Ylang Ylang) Flower Oil. Contains Eugenol, Linalool,
Limonene, Farnesol from organic essential oils. * = Certified Organic

=3 I

4084"0
Formulated & Produced with Care by the
C“\;;'g BADGER COMPANY, INC.
GM“-N&&&USAW
Certified Oranic by NH Dept. of {
L EU Responsible Person: Dr. - %:wjo.o-mwm
‘ Look inside for more information!
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Image 3
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Another product containing primarily certified organic food and botanic ingredients. “Organic”
ingredients called out using asterisk and footnote.

Brand “Motherlove Herb Company”
Certified USDA Organic by Oregon Tilth

Notice the statement of prohibited ingredients on primary display panel, which reiterate USDA
Organic standards.

Notice the additional Cruelty Free certification on the side panel.
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Image 4

Here is a product one might expect to be called natural or organic,
but it is not.

Brand “Nature’s Gate” makes no attempt to convey with text that
the product is natural or organic on the main display panel, but
emphasizes the natural source of its ingredients using both Latin and
common names.

Note: some of the ingredients might prevent this product from
being certified organic.

Certification seals predominate on the ingredients panel. Product
benefits and a relatively clean (and short) ingredient list reassure
consumers of the product’s safety and value.

Notice the prominent statement that the product does not contain
either Fluoride or Carrageenan. Both ingredients are of concern to
some consumers; these upclaims make it clear that they are not
used.
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toothpaste
antiplaque | whitening | fresh breath | helps fight tartar
g no artificial dyes or sweeteners

speavmint

NET WT 5.5 0Z (155.9 9)

1 = Fluoride-free formula: Some people do not want fluoride in their toothpaste. We produce this
ﬂ'“onde iree toothpaste without fluoride because we respect our customers’ diverse needs and interests.
ANT ‘pL AQU E & WH |TEN l N G Uses: Helps prevent plaque and tartar buildup with regular brushing.

Directions: Brush thoroughly, preferably after each meal but at least twice a day, or as
Embrace the Power of Mother Nature! directed by a dentist or physician.
At Tom’s of Maine that means authentic and effective naturally Ingredients calcium carbonate, glycerin, water, xylitol, hydrated silica, natural flavor*, (@
sourced ingredients. We use zinc citrate sourced from zinc - a sodium lauryl sulfate, zinc citrate, carrageenan, sodium bicarbonate.
naturally occurring mineral - and xylitol, a natural ingredient ‘speatiaintoifend. otherpatital fiavor e e
derived from birch trees or corn. Plus, natural flavoring for a Gogdness = LessIn Eandfills

i % Together with TerraCycle®, Tom's of Maine® is doing all we can to keep packages out of
taste that will make you look forward to brushing! landfills and give them a new life. Recycle Tom's of Maine and other packaging through

TERRACYCLE the TerraCycle collection program and earn rewards for your favorite non-profit or school!
© Tom's of Maine, Inc., Kennebunk, ME 04043 Made in U.S.A. 1-800-FOR-TOMS Learn how and join our Natural Care Brigade" at tomsofmaine.c: ycle

Here is a product one might expect to be organic, but it is not.

Brand “Tom’s of Maine” makes no attempt to convey with text that the product is natural or organic on the
main display panel, but emphasizes the natural source of zinc and xylitol in the formula.

Some of the ingredients would prevent this product from being certified organic.

This “certification-agnostic” packaging predominates in body care products in the natural retail channel. Instead,

clearly stated product benefits and a relatively clean (and short) ingredient list reassure consumers of the
product’s safety and value.
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Image 6
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Another product containing primarily certified
organic botanic ingredients. “Organic” precedes
ingredient Latin and common name.

Brand “Everyone”

Certified USDA Organic by Oregon Tilth

Notice the statement of prohibited ingredients
which constitute an upclaim from Organic.

Notice the large number of additional
certifications and logos on the label.

“\lied Organic by C A '
PUBIIC COTTIeErt Orn areern auiues — uirgdiii dtable, Project No. P954501 -




T Nourish

ORGANIC

FOOD FOR HEALTHY SKIN

MOISTURIZING CREAM

| BODY WASH |

100% NATURAL.
USDA-CERTIFIED ORGANIC,

% Unique aloe & shea formula replenishes moisture
& Vitamins and antioxidants nourish and protect skis
# pH balanced to cleanse ‘without drying

# Non-irritating. Incredibly gentle for sensitive skin

NO PARABENS, PHTHALATES, PETROCHEMICALS,

ARTIFICIAL FRAGRANCES OR PRESERVATIVES,

SILICONES, PROPYLENE GLYCOL, MINERAL 01i%

SULFATES, SYNTHETIC DYES, TRICLOSAN, EVTh
OR ALUMINUM.

GMO Free + Cruelty Free + Concernfret

anemiwTs: Organic Aloe Barbadensis W(Mw‘f’“‘”“‘.:
Ongnle Cocos Nucifera (Coconut) Oil Puriied “uw
:’mm..m Hydroxide, Organic Helianthu (M

Sunflower) Seed Oil, Organic Sesamum Indico® T
Seed Oil, Organie Citrus Medica Limonum (Lemo Touu\

Made in USA by Sensible Organics ™
Beaver Falls, PA 15010
Certified Organic by Oregon it
At Least 25% Post Consumer Recycled ©

Ww.NourishOrgnnic.coﬂ‘

Image 7

ORGANIC

FOOD FOR HEALTHY SKIN

MOISTURIZING CREA!

BODY WASH

Another product containing primarily certified organic botanic ingredients.
“Organic” precedes ingredient Latin and common name.

Brand “Nourish Organics” and “Sensible Organics” contain organic in the
brand name and appears to appropriately represent the contents of the

product.

Certified USDA Organic by Oregon Tilth

Notice the statement of prohibited ingredients.

AT A N ANET VY TANID ATV

Certified organic ingredients with “Does Not Contain” statement

100% NATURAL.
USDA-CERTIFIED ORGANIC,

% Unique aloe & shea formula replenishes moisture
% Vitamins and antioxidants nourish and protect skin
% pH balanced to cleanse without drying

% Non-irritating. Incredibly gentle for sensitive skin

NO PARABENS, PHTHALATES, PETROCHEMICALS,

ARTIFICIAL FRAGRANCES OR PRESERVATIVES,

SILICONES, PROPYLENE GLYCOL, MINERAL OIL§,

SULFATES, SYNTHETIC DYES, TRICLOSAN, EDTA,
OR ALUMINUM.

GMO Free * Cruelty Free « Concern Fre¢

WoREDIENTS: Organic Aloe Barbadensis Leaf (Aloe Verd *
Organic Cocos Nueifera (Coconut) Oil, purified W‘:"'
Potassium Hydroxide, Organic Helianthus Ann
(Sunflower) Seed Oil, Organic Sesamum Indicum (8%
Seed Oil, Organic Citrus Medica Limonum (Lemon) e
ic Fragrance, Organic Cyamopsis Temoml"b'o gt
Gum, Organie Butyrospermum Parkii (Shea) Bute® o)
Nucifera (Coconut) Milk, Tocopherol (Vo
i Jasminum Officinale (Jasmine) BX*
Althea Offinalis (Marshmallow) Root EXF*

Made in USA by Sensible Organics 1"
Beaver Falls, PA 15010

Certified Organic by Oregon Tl
At Least 2595 Post Consumer Recycled

Www.NourishOrganic.co"

SHOHUF,
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CLARIFYING CONDITIONER
with Lemon Essential Oil

For hair that is dull or lackluster, a medley
of Lemon Essential Oil, Quinoa Protein,
Chamomile Extract, Aloe and Vitamin E

gently condition and seal the hair cuticle.
The result: natural highlights, color and
shine are restored

contains organic ingredients

no GMOs, parabens, harsh sulfates

or preservatives, synthetic colors or

fragrances, phthalates or animal testing N>

this bottle Is made with 100% recycled material

TO USE: To lock in nourishment, massage into freshly
shampooed hair and leave for 1-3 minutes before rinsing NER

CAUTION: For external use only. Avoid contact with

eyes. Keep out of reach of children. P b L i X
‘ with Lemon Essential O1

vic Triglyceride, Helianthus Annuus (Sunfiower) :

hol, Olea Europaea (Olive) Fruit G4l", Butyrospermu (

¢k O, Citrus Aurantifolia(Lime) O, Gitrus Aurantium O e

S oo i For hair that is dull or lackluster, a medley

o K o, S A s : of Lemon Essential Oil, Quinoa Protein,
ﬁ—.mm/ —_— Chamomile Extract, Aloe and Vitamin E
sulldup to e | s o aoraiekn | mm— gently condition and seal the hair cuticle.
= T C— = i
T —— = The result: natural highlights, color and

A lon Natural Producs, nc

shine are restored

325ml
radable enfioz

contains organic ingredients

no GMOs, parabens, harsh sulfates
or preservatives, synthetic colors or
fragrances, phthalates or animal testing

this bottle is made with 100% recycled material

TO USE: To lock in nourishment, massage into fres_hly
shampooed hair and leave for 1-3 minutes before rinsing

CAUTION: For external use only. Avoid contact with
ayes. Keep out of reach of children.

INGREDIENTS: Aloe Barbadensis eaf Juice?’, Aqua (Water), Gyceryl Stearaté SEA )
Caprylic/Capric Triglyceride, Helianthus Annuus (Sunflower) Seed Oil”, Cety Alcohol, SF?a(rlfd i; ‘
Stearyl Alcohol, Olea Europaea (Olive) Fruit Oil?, Butyrospermum Parki (Shea) Butter : (im(g
Atlantica Bark Oil, itrus Aurantifolia (Lime) Oil, itrus Aurantium Dulcis (Orange) Peel Oi, i)n i
Grandis (Grapefruit) Peel Oil, Citrus Limon (Lemon) Peel O, Litsea Cubeba Fruit Ol, Sm’;m[ st
Chinensis (Jojoba) Seed 0il®, Calendula Officinalis Flower Extract”, (hamomilla Refyhla ( aBerv s
Flower Extract”, Chenopodium Quinoa Seed®, Citrus Limon (Lemon) peel Extad S[g;?; Sod}w
Resin Extract, Tocopheryl Acetate, Sorbitol, Alcohol®, Benzyl Alcohol, Potassium S0
Benzoate, Citral, Limonene, Linalool  ®Certified Organic Ingredient

Product is preserved with Sodium Benzoate o

Another product containing primarily certified organic
botanic ingredients. “Organic” precedes ingredients’
Latin and common names.

Primary upclaim is “Contains organic ingredients”.

Brand “Avalon Organics” contains organic in the brand
name but is not a certified organic product and is
probably not eligible to be certified based on

ingredients that may be prohibited by the USDA NOP % Educating girls improves T
National List entire communities. ﬁ___/__,—-—'—-'umW
. care’ | Learn more at www.care.org/avalon 2 ——
g | — LN
o ] _ MANUFACTURED BY: _’——,—;m
Certified by QAI, but not as organic. Product complies ‘P‘:éd*:’ﬁ(dl't'(ﬁl?xlALGROUR|N(.l.ake Success, NY 11042 2
with ANSI 305 standard. This is a proprietary technical o avalonorganics.com |1-888-659-1730 e
2016 Avalon Natural Products, Inc. y _____’_4 N~
standard with little public awareness. Certified by QAN to NSF/ANSI 305, the American National Standard _-—’/lj
for personal care products containing organic ingredients ///
Notice the statement of prohibited ingredients, many L=\ &Y
FTIRNEN X
-\ me

of which are aligned with certified organic standards.

Notice cause affiliation logos and other certifications.

Public comment on Green Guides — Organic Roundtable, Project No. P954501 -



DIRECTIONS: Wet face with
warm water. Cleanse in circular
manner for thirty seconds,
Rinse with cool water.

INGREDIENTS/INGREDIENTS
(INC1) : Pyrus Malus (Apple)
Juice*, Cocos Nucifera (Coconut)
0il*, Water (Aqua), Potassium
Hydroxide, Helianthus Annuus
(Sunflower) Seed Oil*, Sesamum
Indicum (Sesame) Seed 0il*,
Simmondsia Chinensis (Jojoba)
Seed Oil*, Citrus Sinensis
[Sweet Orange) 0il*, Cyamopsis
Tetragonoloba (Guar) Gum?®,
Aloe Barbadensis Leaf Juice*,
Chamonmilla Recutita (Matricarial
Flower Extract*, Cucumis
Sativus (Cucumber) Fruit
Extract*, Nasturtium Officinale
Extract (Watercress)*

* Certified Organic Ingredients/
Ingrédients certifiés biologiques

MODE D’EMPLOI : Humecter l¢
Visage avec de ['eau tiéde.
Nettoyer en massant
délicatement en mouvements
circulaires pendant 30 secondes:
Rincer a I'eau fraiche.

Hauppauge, NY 11788
WWw.desertessence.com =
umsnks..umm-"‘” 1

ML /195 mt (6.7 oz lid")

Image 9

Another product containing primarily certified organic
botanic ingredients. “Organic” precedes ingredients’

Latin and common names.
Brand “Desert Essence”
Certified USDA Organic by Oregon Tilth

No upclaims.

DIRECTIONS: Wet face with
warm water. Cleanse in circular
manner for thirty seconds,
Rinse with cool water,

INGREDIENTS/INGREDIENTS
(INCI) : Pyrus Malus (Apple)
Juice*, Cocos Nucifera [Coconut)
Oil*, Water [Aqua), Potassium
Hydroxide, Helianthus Annuus
(Sunflower) Seed 0il*, Sesamum
Indicum [Sesame) Seed Oil*,
Simmondsia Chinensis (Jojoba)
Seed Oil*, Citrus Sinensis
(Sweet Orange) Oil*, Cyamopsis
Tetragonoloba (Guar) Gum*,
Aloe Barbadensis Leaf Juice*,
Chamomilla Recutita [Matricaria)
Flower Extract*, Cucumis
Sativus (Cucumber) Fruit
Extract*, Nasturtium Officinale
Extract (Watercress)*

* Certified Organic Ingredients /
Ingrédients certifiés biologiques

MODE D’EMPLOI : Humecter le
visage avec de 'eau tiéde.
Nettoyer en massant
délicatement en mouvements
Circulaires pendant 30 secondes.
Rincer a l'eau fraiche.

Item No. / Code d"article : 2228NDE

Distributed by /

Distribué par Desert Essence

:::'Pp;uge. NY 11788

W.desertessence.com

MADE INTHE U.S 4. / r-,:iui aux k-l
ed in the EU by :

Distribué aux Union Européenne par

Wisdom of Nature, Ltd.

PO Box 128, Ashford

Kent, TN24'owR. UK

Certified 0rganic by/
Ceertifié biol
M itth ogique par
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Image 10

“All ingredients are sustainable sourced from plants, minerals or
are a product of fermentation.”

” 4 Some ingredients called out as Organic using asterisk and footnote.

,_i.e &

is':_ - % | " s Brand “Badger”
Un c'ented\:‘&'

Broad Spectrumn

S

Not Certified Organic.
NonGMO upclaim (see NSF Seal)

Multiple upclaims including nonGMO, nonNano, etc.

Daily Face & Body Lotion
fypoallergenic * Non-Comedogen

JTiSK, Tegurary UsE @ su EETT WIT & DTUaUu SUECTTS?
| value of 15 or higher and other sun protection measures
| including: ® Limit time in the sun, especially from 10an-
| 29m » Wear long-sleeved shirts, pants, hats, and sungise
| m For children under 6 months of age: ask a doctor__f

| - : .
| Ingredients *Aloe Barbadensis (Aloe) Juice, |
| *Helianthus Annuus (Sunflower) Oil, Cetearyl Alcohol
| Coco-Glucoside, Coco-Glucoside, Sambucus Nigra

| ) Fruit Extract, Microcrystalline Celluose
| Celulose Gum, Glucose (and) Lactoperoxidase (and o
| Glucose Oxidase, Sorbitan Caprylate, *Glycerin, Cifc

| Giyceryl Caprylate, Xanthan Gum, Undecylenic Acid

* Lecithin, Sodium Gluconate. * = Organic 3 ’
Alingredients are sustainably sourced from plant, ™ |

i fo
are a product of fermentation. Some ingredients ™/
been processed from con, soy, or wheat. ’

|
'Wler Information: Store at temperatures below {

Easy to Apply & Non-Greasy

i
\

100% CERTIFIED NATURAL

O N
118ml/4 fl.oz

LI

ients *Aloe Barbadensis (Aloe) Juice,
Wus Annuus (Sunflower) Oil, Cetearyl Alcohol
Coco-Glucoside, Coco-Glucoside, Sambucus Nigra
) Fruit Extract, Microcrystalline Cellulose fatd

Celllose Gum, Glucose (and) Lactoperoxidase (and 4
Biucose Oxidase, Sorbitan Caprylate, *Glycerin, (¢
Bjceryl Caprylate, Xanthan Gum, Undecylenic Acd
Public comment o m\_.&u‘gm. GJ.%QD@}B.V:F‘UOVQ&NC

s TIV L

y,
, (2




Image 11

Safe » Effective « Natural

’s skin to our creamy, quick-fbsorl;mg

Wb.'[k';lyl:nchmaunmung izing formula includes
o eedicnts like real Beeswax, Sunflower Seed

shuButmrmkccpyourbaby‘uhnloohng
hy, naturally -
 more nourishing baby care, use in combination with

fve Baby Bec® Shampoo & Wash

? cian tested

-allergenic

"A#ygcnﬂouﬂywbodyuoﬁcnunwded
ats: aqua (water, cau), glycerin, decyl cocoate,
(sunflower) seed oil, cera alba (beeswax,
butyrospermum parkii (shea) butter,
stearate, glyceryl stearate citrate, cetyl
lac (buttermilk powder, babeurre cn
ife ) oil, olea paca (olive)
(grape) seed oil, aloe barbadensis lea/
recutita (matricaria) flower extract,
alis flower extract, centaurea cyanus
tilia cordata flower extract, rosmarinus
) leaf extract, anthemis nobilis flowe
perforatum extract, parfum (fr cch

, Phthalates.
or SLS

boz/109

“All ingredients are sustainable sourced from plants,
minerals or are a product of fermentation.”

Some ingredients called out as Organic using asterisk and
footnote.

Brand “Burt’s Bees Baby”
Not Certified Organic.
“No parabens, Phthalates, Petrolatum or SLS”

Note upclaim “98.9% Natural”

Safe + Effective » Natural

" - ick-absorbin
At s skin to our creamy, quick .absor g

b’aI'bius”nch moisturizing formula includes

" ingredients like real Beeswax, Sunflower Seed

_d Shea Butter to keep your baby’s skin looking

hy, naturally. | \
e nourishing baby care, use in combination with
MB«'Shampoo@th

-"' rician tested

L : Apply generously to body as often as needed.

aqua (water, eau), glycerin, decyl cocoate,
yuus (sunflower) seed oil, cera alba (beeswax,
butyrospermum parkii (shea) butter,
stearate, glyceryl stearate citrate, cetyl

tyris lac (buttermilk powder, babeurre en

cos nucifera (coconut) oil, olea europaca (olive)

s vinifera (grape) seed oil, aloe barbadensis lea/
omila recutita (matricaria) flower extract,

alis flower extract, centaurea cyanus

, tilia cordata flower extract, rosmarinus
semary) leaf extract, anthemis nobilis flower
cum perforatum extract, parfum (fragrfl"“)'
Crose stearate, xanthan gum, glycine s0j2
anola oil (huile de colza), lactic acid, At
ddium chloride, sodium stearoyl lactylat®
€, magnesium aluminum silicate,
Blucose oxidase, lactoperoxidase,

| Natural Health & Beauty Care prodi®
for The Greater Good® No
Phthalates, Petrolatum or SL:

Learn more at www.burtsbees-©”

©2011 BURT’S BEES, Inc-
( 277090800—849-7112600d
Bee Design and The Greatet

ts Bees, Inc. All Rights
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ERAGRIN VALLEY

= SOAP & SALVE

Certified Non-GMO  Cruelty
Organic -

FRESH LOCKS
ORY SHAMPOO

FOR LIGHT HUR

rerder rosemary 1ot

YESRESH Wl sETWEEN Wt

WL bk from aremeneitt 7
78 Mve time} Doy sta
B3ty wacess o) 1v. et

MIP feedtng clean
TPesn with added bodr:

€342 50 g
Nagrinvalieyseap coF

Certified organic product containing
only food and botanical ingredients.
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