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Did you know that the average American is exposed to
500 chemicals before even leaving the house for the
day? Think about your morning routine and all the

products you use. If you don’t know the ingredients in your toi-
letries – from shampoo to lotions – your clients and customers
probably don’t either.

As spa professionals, you can serve as a valuable and knowl-
edgeable resource for your clients while they navigate the murky
waters of product labels and ingredients. 

The term greenwashing is a play on whitewashing, meaning a
superficial cover up or gloss-over. When products boast environ-
mental claims without substantiating them, this is considered
greenwashing. Don’t be mislead by various tactics, such as prod-
ucts with ambiguous environmental claims or packaging with
“earthy” images that have nothing to do with their contents.

Being green means far more than offering a few token organic
products or ingredients; it means:
● conserving energy
● using recyclable materials
● minimizing waste
● using certified natural and organic skin care products
● reducing guests’ and the planet’s exposure to toxic substances
● adopting new environmentally friendly techniques
● educating customers and staff on green issues

BY ECHO SURINA

When it comes
to organics,
make sure the
claims are true.
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1. “The Toxic Alarm Guide” booklet by Linda Chae is only
a few bucks and lists the worst chemicals to avoid.
www.chaeorganics.biz

2. “A Consumer’s Dictionary of Cosmetic Ingredients” by
Ruth Winter, M.S.

3. Organic Consumers Association, 
www.organicconsumers.org

4. Green Business News, www.greenbiz.com

Green-hot Reads & Resources
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As consumers demand more organic and natural products,
greenwashing is growing and it’s not solely because people
don’t want to expend the effort to be accountable and trans-
parent about what they’re selling; it’s also because the cosmet-
ics, skin and personal care industries are largely unregulated.

Another culprit is the lack of sound knowledge about green
definitions. In essence, many companies may not realize the
claims they are making about their products aren’t completely
accurate.

Although there are different certifying bodies in the United
States, each has different
standards and focuses.
For example, some certify
only organic products,
others certify only natu-
ral. The main certifying
body in the United
States, the Food and
Drug Administration,
made the personal care
industry self-regulated in the late 1930s, and since then, these
industries have been policing themselves.

This kind of confusion has led Europe to push for a unified
standard. Four European certification groups representing
Germany, France, Italy and the UK are expected to roll out one
unified European standard this year.

That means, for now anyway, it’s up to you to discern
which products are right for your business. “Many individuals
are innocently deceived in the marketplace as they are trying to
search for quality products,” said Shannon Dixon, owner of
Pure Light, a spa-specific aromatherapy candle company in
Pocatello, Idaho. “Greenwashing is a hot topic for me. The best
advice I can give is to educate yourself, become a label reader,
learn your ingredients and know what you do and do not want
on your skin or in your home.” 

So, What’s the Big Deal?
For one – damage to your health. 
Take phthalates, for example. These hormone disruptors are

often found in synthetic fragrances used in candles, lotions,
shampoos and other products. They’ve been found in breast
cancer tissue and have been associated with birth defects and
infertility. This is one of thousands of potentially health-harm-
ing chemicals commonly used in personal care products. 

These potential hazards are what motivated Dixon, a self-
proclaimed “health nut,” to launch Pure Light and make can-
dles with organic coconut wax and other 100 percent natural,
eco- and people-friendly ingredients. The whole product is
environmentally responsible – from the cotton wick to pure

essential oil fragrances and the cold press production process
to the labels made by AC Label, a company that uses wind
power. “We like to team up with other companies like [AC
Label]; they’re the best to give our business to,” said Dixon.

Greenwashing can certainly have an impact on our health,
but it also hurts the environment and workers in developing
countries, which is of particular concern for Bonnie Siefers,
who developed Jonano, a line of natural and organic clothing
for the spa and boutique market. The brand includes bathrobes,
kimono wraps, dresses, shirts, yoga pants and the world’s first
organic uniform – Eco Scrubs, all of which are naturally antimi-
crobial. 

“I knew I wanted to build a company that sourced accord-
ing to fair trade standards,” Siefers said, “so workers living near
fields wouldn’t be harmed by pesticides. It’s the workers who
get harmed. We ensure our work partners have the same busi-
ness ethics we have. And it’s consumers who get to vote with
their dollars.”

The Jonano line of natural and organic clothing uses
materials sourced with fair trade standards, meaning
workers and growers are properly compensated.
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Jonano natural and organic clothing includes dresses,
tops, robes, yoga wear and scrubs.

“Educate yourself, become a

label reader, learn your 

ingredients and know what you

do and do not want on your

skin or in your home.”

PLANET: It is our purpose and responsibility to work with the natu-

ral world to promote its healing properties while conducting business

in a way that sustains the life of our planet and thus humanity.

Action: To demonstrate our commitment for sustainability, we will

initiate steps towards making each ISPA Conference more environ-

mentally responsible.

PEOPLE: To serve others, we must keep ourselves physically, men-

tally and spiritually healthy by maintaining our overall health and

well-being. Action: Through the Web site, Pulse, Knowledge Networks

and Conferences, act as an information resource for members as they

increase their sustainable efforts.

PROSPERITY: ISPA supports sustainability through education on

more efficient uses of energy and resources, thus lowering the cost of

operations. Action: Seek out economic and viable solutions for the

membership.

With more reputable products hitting the market, you can
afford to be selective, as Jill Winberg has been. As spa director
at the Spa at Loews Ventana Canyon Resort in Tucson, Ariz.,
Winberg began selling the Jonano line at the spa’s retail shop
a year ago, and she also wears it herself. She names its texture
and ease as main draws. “Our hotel just recently went green,
so I wanted to find a line of clothing to go along with our
hotel,” she said. 

Spend a few minutes talking to Rachel Roberts, marketing
and account manager for Prima Fleur Botanicals in San Rafael,
Calif., and you’ll learn that the custom manufacturer of natural
skin and body care products is the real deal. 

“We are passionate about developing truly green products,”
Roberts said. “We are completely transparent about the ingre-
dients used, how they are extracted and how they are pre-

ISPA SUSTAINABILITY
STATEMENT
To grow our industry
toward a deeper connection
with the natural laws of
nature, we embrace 
the three pillars of
sustainability: planet, 
people and prosperity.
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● Degradable, biodegradable or photodegradable: Its

contents will break down and return to nature within a

reasonably short time after customary disposal. 

● Eco-efficiency – it does the following:

● reduces the material intensity of goods and services

● reduces energy intensity of goods and services

● reduces toxic dispersion

● enhances material recyclability

● maximizes sustainable use of renewable resources

● increases the service intensity of goods and services

● Fair trade: Sweatshop- and slave labor-free; fair prices

paid for products and services.

● Green: It has positive environmental attributes and

objectives.

● Natural: It is derived from plants and animals and is

not altered chemically or synthesized in any form. 

● Organic: It’s free of chemical fertilizers, pesticides and

preservatives. Produced, manufactured and handled

using organic means defined by certifying bodies such

as the USDA.

● Post-consumer recycled material: A waste product of

a manufacturing process, diverted from solid waste and

not normally reused by industry during the original

manufacturing process. (To make this claim, you must

be able to substantiate that the material would other-

wise have become solid waste.)

● Recyclable: It can be collected, separated or recovered

from the solid waste stream and used again, or reused

in the manufacture or assembly of another package or

product through an established recycling program. A

recyclable claim should specify whether it applies to

the product, package or both. 

● Sustainable: Capable of being continued with minimal

long-term effect on the environment.

—ES

KNOW YOUR
TERMINOLOGY

Due Diligence — Ask the Right
Questions
Until there’s a universally accepted measure of regulation for
the U.S. personal care industry, spa industry professionals will
continue to bear the burden of researching what’s in the prod-
ucts they choose to put in their spas. Industry professionals
recommend asking these questions of vendors:
● How long has your company been committed to sustainable

organic/natural practices? Please describe these practices.
● Do you have a stated organizational policy about sustain-

ability? In what ways have you changed the way you work?
● How long has your product been certified organic/natural?
● Where do you get your organic products or ingredients?

Where are they grown? Are your products certified fair
trade?

● What third party, certified organic/natural body do you use
to certify your products?

● Is your entire product certified organic/natural or only
selected ingredients?

● If only selected ingredients are certified, what percentage of
the entire product is certified organic/natural?

● Do you use chemical and/or natural preservatives? If so,
what are they?
This kind of information helps consumers become more

educated about what they’re putting in their bodies, and it also
builds consumer trust with your business.  ■

ECHO SURINA is an award-winning writer whose work appears in consumer and
trade magazines nationwide.

served. We feel it’s vital to practice fair trade and to support the
farmers who are growing the raw ingredients used in our prod-
ucts.”

For example, on its labels, the company adheres to the
International Nomenclature of Cosmetic Ingredients, a system
of names for waxes, oils, pigments, chemicals and other ingre-
dients in personal care products based on scientific names and
other Latin and English words. All product containers are recy-
clable as well. 

“We ensure our work partners

have the same business ethics we

have. And it’s consumers who get

to vote with their dollars.”
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