























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 firm, 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 finer points of
the products that his company makes.
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Sambazon

Based in California (USA) Sambazon Inc. is a company whose
main activity is the harvesting and processing of the acai fruit,
a drupe that grows on a specific 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, fiber 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 surfing
excursions to Brazil in 1999.

When the Black brothers founded Sambazon, the acai 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 acai into their beverage flavors, 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.

The firm was created under a sustainable business model that
promotes, among other values, fair pay for small Brazilian
farmers who harvest the agai fruit. Some 1,500 low-income
families, living in Brazil’s Pantanales del Varzea region in
the Amazon Basin, live almost exclusively on the acai trade.
The indigenous people are currently organized into four
cooperatives that sell the acai 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 acai 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.
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