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Introduction 
[bookmark: _Hlk118650451]Today sustainability is the driving force for many economies globally as it is recommended as the tool for combatting global warming and lowering net emissions greenhouse gases by fifty percent before 2030 and to zero emissions by 2050. (ToolSense, 2022). Sustainability refers to meeting current needs without compromising the capacity of future generations to satisfy their own needs (McGill. n.d.). 
Traditionally, profit has been the most important things to businesses but in order to be sustainable a business must operate with the sincere aim of improving the lives of the people, communities, and stakeholders it interacts with. Organizations that practice sustainability view their effects on the community and the environment as crucial indicators of their success. Ultimately, the key values of these businesses are to promote a healthy social and natural environment and not merely “Green” products (Beukes, 2022).
These are the actions that are visible within sustainable organizations:
• Materials sourced in a transparent and ethical manner 
• Environmentally friendly manufacturing techniques
• Environmentally friendly packaging (biodegradable, as little material as feasible) 
• Low carbon shipping
 • Diverting landfill garbage at their products' end-of-life



This report will asses the current level of sustainability within the company “Seventh Generation”, more specifically the management, marketing and sales department.
 “Seventh Generation” was founded in 1988. It is the leading retailer of environmentally friendly cleaning supplies in the United States ( Zippia the career expert, 2022). This company market “Green” cleaning products such as detergent, softener, dishwashing liquid and personal care products including baby wipes. Its business locations include Burlington and Vermont. It has five (5) main department namely management, marketing, sales, finance and I.T (Seventh Generation. n.d.). The company is committed to making products that are environmentally sustainable (The sustainable Business case, 2022).
  











[bookmark: _Hlk118672259]Sustainability initiatives, practices and processes across Seventh Generation within the management, marketing and sales departments. 
[bookmark: _Hlk118674280][bookmark: _Hlk118651166] Seventh Generation does not manufacture its own products instead the company works with producers in countries such as United States, Canada, and Germany to manufacture products. It favors recycled products as opposed to virgin products. The products are made using regenerative plant-based chemicals like citric acid, thymol, and other naturally substances (The sustainable Business case, 2022) and their producers are acessed through a thorough auditing procedure, in order to ensure that manufacturing facilities are adhering to the company’s sustainability standards (Case: Marketing sustainability: Seventh Generation creating a green household consumer product. n.d.) One (1) philosophy of the company is that everyone deserve to live in a clean environment. Therefore, it discloses all ingredients including the presence of fragrance allergens and eliminate chronic toxins (Chemical Footprint Project. (n.d.). In the upcoming seven years, it pledges to:
· improve health and to be transparent with stakeholders
· Use Zero Toxins: By 2025, all products of the seventh generation will be free of chronic toxins (Seventh Generation. n.d).
· Advocate for consumers' right to information: Regardless of brand, all personal care and household goods marketed in the US must include all chemicals, including accidental and chronically harmful ones (Seventh Generation. n.d). As an illustration, in 2017, the company was instrumental in the passage of California's Cleaning Product Right to Know Act, which mandates the disclosure of components in cleaning products marketed in the state (Seventh Generation. n.d).
· Support global Reduction in chemical exposure: Seventh Generation is dedicated to making the world a better place by lowering the amount of dangerous chemicals in personal and home care products, especially those for those who are most at risk, such as children, pregnant women, and caregivers (Seventh Generation. n.d).
· Furthermore, Seventh Generation produces packaging that doesn't cause much harm to the environment. The packages were upgrade in 2011 to contain more recyclable, and biodegradable materials. The company also offers refills for baby wipes and concentrated liquid washing solutions, (Case: Marketing sustainability: Seventh Generation creating a green household consumer product. (n.d.). It requires its plastic bottles include at least eighty percent PCR content. (The sustainable Business case, 2022).
Seventh Generation sells products at eco-friendly merchandisers like Target, Walmart, via the Internet, and in natural food and grocery stores. Furthermore, the company aspire to set an example by demonstrating how sustainability and equality can benefit businesses because it believes in fostering fair and equitable communities globally. As a result, it seeks to assist its employees by 
· Fostering an equitable value chain: Whether a person is employed in a factory, a retail, or an office, across our supply chain they are paid at least a living wage.
· Promote Equitable and Inclusive Communities: to strengthen collective individuality, team were created at all levels that reflects the racial and gender diversity of the country (Chemical Footprint Project. n.d.).
Additionally, ten percent of the company’s pre-tax profits are donated to nonprofits organizations that are "fighting for good change." The company also prioritizes community service and grants employees sixteen hours of paid time off annually to participate in voluntary work (Mainwaring, 2019). 
In collaboration with Sierra Club, the company created #ReadyFor100 initiative. It is a social movement that aims to get cities to commit to using only renewable energy sources. The campaign is an appeal for people to persuade the leaders of their communities to join the seventy plus cities that have made commitments to sustainable energy (Mainwaring, 2019). It also established a Social Mission Board centered around purposeful leadership. This leadership group makes sure the company carries out, evaluates, and achieves its corporate social Responsibility objectives.
The 2025 goal for the company includes:
· Sustainable sourcing: all products and ingredients will be produced from either plant-based, agricultural, marine, forestry or recycled resources rather than fossil fuels while a bio-oil will replace thirty percent of their palm kernel oil.
· Zero Waste: All packaging used by Seventh Generation will be biodegradable, recyclable, or reusable.
· Reduction of greenhouse gas emissions: Seventh Generation has pledged to cut emissions, including those from consumer use, by fifty percent from 2012 levels (O'Brien, 2016).
· Protect Water: the water cycle would not be contaminated during the creation of products (O'Brien, 2016).






Interrelated issues and / or conflicts of interests within Seventh Generation or between relevant stakeholders
One of the major issues with Seventh Generation is the moral question of whether the product is truly "green" or not as many consumers have been questioning. Additionally, getting “green” products to perform as well as conventional ones is expensive and challenging. Therefore, the company's choice is being influenced by the efficiency conundrum and the conflict of interest between green product and conventional product. Being truthful with consumers means considering ethical questions, such as whether the company’s "green" product can live up to customers' standards of ethics (Kaye, 2016).
A packaging change made by Seventh Generation in 2009 provided less value to the consumers and it did not meet their expectations. The company decreased the quantity of baby wipes without reducing the size of the package.  Consumers felt duped when they weren't properly informed of such moves, which hurt the brand's credibility and their rapport with loyal customers.
Additionally, the new laundry detergent is a cardboard package with a plastic lining (The sustainable Business case, 2022). The bottle is one hundred percent recyclable which consumers love. However, the bottle does not have a handle which makes it challenging to hold. When Seventh Generation alters its products and packaging, it must keep in mind that consumers dislike making compromises. Manufacturers must completely deliver on the same, if not better, user experience for green products to be adopted more widely (The sustainable Business case, 2022). 
Furthermore, after nearly two (2) years of legal action Seventh Generation has agreed to pay a $4.5 million settlement to resolve claims that company falsely marketed and promoted its products as "natural". This was partly stemmed from the fact that the company acknowledged using synthetic substances on its website. These ingredients include Glycerin, sodium citrate, and sodium hydroxide. As a result, Seventh Generation joins a long list of businesses attacked for making ambiguous "natural" statements that many consumers find obscure (Kaye, 2016).





















[bookmark: _Hlk118672306]A comparative understanding of the current sustainability level of Seventh Generation and the cleaning industry.
As a result of consumer aspirations for greener products and more sustainability, the cleaning sector is going through a substantial transformation. According to Worldwide Cleaning Industry Association the current trend in this industry is "green" cleaning. (ToolSense, 2022).  The cleaning industry and other professional organizations have been aware of this movement toward sustainability for years and as a result green efforts are already being implemented by cleaning companies. As a commercial phenomenon, green cleaning is described as "being driven by client demand for environmentally sustainable products. (ToolSense, 2022). This cleaning practice entails combining the use of substances and technologies that are less harmful to the environment than conventional alternatives and all stages of the life cycle of these solutions include limited use of resources.  According to numerous case studies Green cleaning techniques benefit the environment, people, and businesses. In 2011, approximately one hundred of the Standard & Poor (S&P) five hundred firms released sustainability reports; by 2021, that number had risen to four hundred and thirty. These findings demonstrate that consumers demand sustainability efforts from the companies that provide their cleaning services. The market for green cleaning products might grow to $11.6 billion by 2029, according to Globe NewswireSince the average profit margin in the cleaning sector is around seven percent savings of $10,000 which translate into $285,000 in revenue (Synergix Technology, 2022)
As a business, Seventh Generation considers what and how it consumes resources which is a positive attitude that shows consumers that it care about people, the environment and the planet. The company’s product prices are shown to be slightly more expensive than conventional cleaning brands but competitive when compared to other eco-friendly rivals like Mrs. Myer's and Ecos. These eco friendly brands are concentrated formulas normally more expensive but has a longer life-line than conventional detergents (Palermo, 2022). The company also provides a greater range of products as opposed to other eco-friendly cleaning companies. On the other hand, Procter & Gamble Co. and other well-known brands are losing market share to green product sellers like Seventh Generation. They are always under pressure to either defeat these rivals or acquire one of them (Very, 2017). Furthermore, Seventh Generation has stood out in a market that is saturated with environmentally friendly cleaning products by developing only such products and making sustainability the company's central focus. As the company continues to promote innovation in sustainability and by offering quality and performance, the company has established itself as a strong and competitive brand which is what “green” consumers want something from their products (The sustainable Business case, 2022). Consumers who are ecologically conscious and looking for green cleaning products enjoy Seventh Generation's products.
In practically all independent tests, the company has received the highest ratings. Other brands, such Ecover, Clorox green work, and Ecofresh, don't clean as effectively, and they're frequently left out of testing altogether (Palermo, 2022). Seventh Generation was named the best company on earth by the Better World Shopping shopping guide in 2015 and is recognized as the second-best eco-friendly laundry detergent for 2022 by Reviewed (3BL Srwire, 2015). According to “The New York Times” the company’s dish soap was placed first overall and in front of well-known brands like Dawn and Palmolive. The soap was deemed to do a great job matching cleaning power with safety, cost, and social responsibility. The Free & Clear laundry detergent being hailed as the greatest detergent. Other plant-based detergents couldn't match its effectiveness in eliminating most stains (Palermo, 2022). Additionally, Good Housekeeping gave Seventh Generation high marks as well, listing the company's Free & Clear Dish Liquid and all-purpose cleaning spray as two of the "11 best cleaning products for the environment and your entire home." The has the cleaner's ability to disinfect, which is made from a natural oil and is suitable for use on kitchen surfaces. The Spruce and Reviewed ranking of the top eight dish soaps had Seventh Generation Free and Clear at the top performer (Palermo, 2022; Reviewed, 2020). The characteristic of the soap is that it is packaged sustainably and has a plant-based recipe and the product's packaging is made entirely of post-consumer recycled plastic which is praised by consumers (Palermo, 2022). 
Seventh Generation products are reportedly among the finest available for sustainability, information transparency, and health safety, according to EWG. (Palermo, 2022). Hence, despite existing in a highly competitive market and receiving a lawsuit Seventh Generation has witnessed enduring success with an annual revenue of over US 200 million dollars (Zippia the career expert. 2022). 
Conclusion
In concluding this report explored the sustainability initiatives, practices and processes across the cleaning company Seventh Generation. It highlighted issues and / or conflicts of interests within the company and it gave a comparative understanding of the current sustainability level the company and the cleaning industry. 
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