








company. The idea would be for a company that cultivated the 
crop on plantations where the jungle was not cleared, using 
no chemicals and, at the same time, promoting sustainable 
forestry use and the welfare of native communities living in 
the production area. This area would be located in the sub-
tropical forests found in the contiguous border areas between 
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Argentina, Brazil and Paraguay — home to the Aché Guayakí 
(Gwy-uh-KEE) people and a place where the yerba mate grows.
The company, which was fi nally launched in 1996, takes 
its name from this native people. In the beginning, the two 
partners worked from dawn to dusk every day, centralizing 
their operations in a trailer that Alex set up on the site of the 
fi rst organic plantation. Over time, they were joined by friends 
and family members, giving birth to a joint enterprise involving 
new partners and collaborators.  
By 2007, Guayakí was marketing yerba in teabags and as a 
packaged drink, as well as selling the traditional mate gourds, 
bombillas and other accessories. 
All of the yerba used in their products is produced in a very 
special way: grown in the shade of the trees of the native forest, 
without carrying out any unnecessary land clearing, just as 
these plants were traditionally cultivated by native tribes. 
Their workers belong to the Aché Guayakí nation of Paraguay. 
Besides offering this indigenous people good jobs with decent 
pay, the company has signed an agreement with Margarita, 
chief of the Aché tribe, and they are now working together on 
a reforestation project aimed at giving the community back a 
sustainable forest habitat. 



American Apparel operates out of Los Angeles, where its 
industrial plant cuts and sews all of the natural cotton clothing 
that the fi rm makes. From the outset, the fi rm decided that it 
would distance itself entirely from the “sweatshop” mentality 
of the trade. So it is that, contrary to the trend in much of the 
textile industry in the United States, in which textile fi rms 
contract shops in foreign countries where they can get the 
cheapest possible labor, this company decided to offer its 
workers good working conditions, much better than average 
pay, medical benefi ts, paid lunches and vacation, free English 
classes and travel expenses.  
Against all predictions by the traditional industry, American 
Apparel’s strategy has provided excellent results: Today it is 
considered one of the ten fastest-growing companies in the US 
textile industry. Between 2000 and 2004, its sales increased by 
900%, in contrast with the 40% and 76% growth registered by 
its closest competitors (The Gap and H&M respectively). 
Dov Charney, founder and, since 1997, CEO, explains the 
trademark’s success as a response to market preference: “The 
goal is to make clothing people like without having to resort 

American Apparel

to slave labor. And it looks like they like us...” Currently, 
American Apparel has more than 130 stores worldwide, with 
nearly 4,500 employees in the United States alone. In 2005, 
company earnings came to over 250 million dollars.  

In its webpage, Charney states: “We’re not going to exploit 
the poor or make things here or there because it’s cheaper. 
We’re going to make sure the business model is sustainable.” 
This is why the company has taken action to eliminate labor 
exploitation, while committing to environmental care, by 
developing sustainable products and practices. 

One of the company’s main initiatives is its line of clothing 
made of organic cotton, which is available in all of its stores. 
The fi rm indicates that its long-term plan is to gradually 
continue to integrate organic cotton into its production line 
until every American Apparel product contains a certain 
percentage of this fi ber.  
Other areas on which the company is focusing its actions 
include: waste reduction, effi cient water and power use, 
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utilization of renewable energy and research into more 
sustainable materials for the fi rm’s products and services. 

Under the leadership of the company’s fl amboyant CEO Dov 
Charney, American Apparel develops its ad campaigns around 
a young and provocative aesthetic with a high level of social 
content. Another hallmark of the fi rm’s promotional strategy is 
advertisements that make use of ordinary people off the street 
instead of professional agency models. Many of its ads are 
made using company employees. Even Charney himself has 
appeared in several of them. 

American Apparel has been criticized in conservative sectors 
for frequently using images in its campaigns that show 
people in underwear or semi-nude in poses or situations 
with sexual overtones.   
American Apparel makes use of its website at www.ameri-
canapparelorganics.com to disseminate its environmental 
care actions and to detail the company’s general philosophy 
and campaigns. 
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Seventh Generation is a leader in the manufacturing of 
sustainable home cleaning products. Based in Burlington, 
Vermont, its activities include the design and formulation of 
its own products, as well as supplier supervision, transport, 
marketing and consumer education. 

The name of the company is derived from a message put out 
by members of the Gayaneshakgowa Tribe during a meeting 
of the Confederation of Six Iroquois Nations, a meeting of 
Native Americans in the United States, that stated: “In each of 
our daily deliberations, we should consider the impact of our 
decisions on the next seven generations.”

With this vision in mind, the company has created 100% 
recycled paper towels, napkins and hankies; biodegradable, 
non-toxic and phosphate-free detergents and cleaners; garbage 
bags made of 65% to 100% recycled plastic; chlorine-free 
diapers and 100% organic cotton tampons. 
 

Seventh Generation

Everything that Seventh Generation manufactures is made 
using non-toxic and environmentally innocuous materials. 
Far from undermining its earnings, the company’s use of 
non-polluting raw materials is responsible for its exponential 
growth: From 2001 to 2005, its profi tability increased by more 
than 140%, while its share price value rose 300%. With a staff 
of just over 50 employees, the company’s 2005 sales came to 
100 million dollars. 

Seventh Generation was conceived as a sustainable enterprise 
from start to fi nish. It is strongly committed to community and 
environmental responsibility and is oriented toward producing 
a positive change in society. 

The company’s mission statement says: “We create household 
and personal care products that are effective and safe for the 
air, the surfaces, the fabrics, the pets, and the people within 
your living home”.
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The last corporate responsibility report put out by the company 
(2005) indicated that Seventh Generation had attained major 
improvements both in its products and in its packaging 
systems. 

The company communicates its actions to the public via its 
website at www.seventhgeneration.com and through its blog,
where consumers can publish their comments on the fi rm, its 
products and the actions it carries out. They can also interact 
with CEO Jeffrey Hollender, who periodically writes articles 
and provides opinions on the site. Hollender is, additionally, 
the author of Naturally Clean, where he explains the advantages 
of non-toxic versus traditional cleaning and the fi ner points of 
the products that his company makes. 
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Based in California (USA) Sambazon Inc. is a company whose 
main activity is the harvesting and processing of the açai fruit, 
a drupe that grows on a specifi c type of palm that is native 
to Brazil’s Amazonian region. This berry-like drupe is rich 
in anti-oxidants, essential fatty acids, amino acids, fi ber and 
vitamin E. It is used to make a mild pulp used in beverages, ice 
creams, supplements and other products.    

Brothers Ryan and Jeremy Black founded the company in 
2001, after they discovered the fruit on one of their surfi ng 
excursions to Brazil in 1999. 

When the Black brothers founded Sambazon, the açai fruit 
was unknown in the United States. Today, ten companies 
are marketing it in different forms:  Coca-Cola, PepsiCo and 
Anheuser-Busch are just some of the major trademarks that 
have incorporated açai into their beverage fl avors, while Procter 
& Gamble is marketing a line of shampoos and conditioners 
that contain the fruit.  
By 2007 Sambazon had 100 employees and over 700 
establishments that were marketing its 26 products. The 
company reported 2006 sales of 12 million dollars.  

Sambazon

The fi rm was created under a sustainable business model that 
promotes, among other values, fair pay for small Brazilian 
farmers who harvest the açai fruit.  Some 1,500 low-income 
families, living in Brazil’s Pantanales del Varzea region in 
the Amazon Basin, live almost exclusively on the açai trade. 
The indigenous people are currently organized into four 
cooperatives that sell the açai drupes that they harvest to 
Sambazon at a price in accordance with their market value in 
the United States.
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Additionally, the company works jointly with the NGO, 
FASE-PA , which provides technical aid to the cooperatives 
and controls operations between them and Sambazon, so as 
to guarantee fair purchasing prices. In its açai production, 
Sambazon promotes sustainable agro-forestry use, which 
replaces logging and provides an economic alternative with 
good income levels and opportunities for advancement to 
local farmers.  

Sambazon communicates its actions through ad campaigns 
and through its website at www.sambazon.com. It also has its 
own blog, where “a healthier planet and healthier people” is the 
issue that tops the list of the company’s priority interests. p y
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