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Ask of Retailers  (April 2013) 

“We request that you determine whether any 
of the Hazardous 100+ are present in the 
products you sell, including products parts 
and packaging, and if so, that you develop a 
public action plan within the next twelve 
months that includes a timeline to address 
these chemicals, including reducing, 
eliminating or safely substituting the 
chemicals as appropriate.” 
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Top Ten US Retailers 
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The Hazardous 100+ 
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Progress to Date 
• Walmart  -  Issued its “Policy on 

Sustainable Chemistry in Consumables” 
• Target  -  Issued its “Product 

Sustainability Standard” 
• Two Retailers  -  In-person meetings 

with ongoing dialog toward action 
• Others  -  The conversation has started 
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Scope Walmart Target 

PRODUCTS 

Household 
cleaning, 
personal care, 
beauty and 
cosmetics 

Household 
cleaning, 
personal care, 
beauty, and 
baby care 

CHEMICALS 
10 high 
priority 
chemicals 

> 1,000 - high 
level health 
concerns 
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Elements Walmart Target 

KNOW 

Suppliers 
provide list of 
ingredients 
to third party 

Suppliers 
provide list of 
ingredients 
to third party 

DISCLOSE 
YES, online  
by 2015, on 
package 2018 

NO, but … 
transparency 
scores higher 
(up to 20%)  
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Elements Walmart Target 

ASSESS & AVOID 
HAZARDS 

For the 10: 
continuous 
reduction, 
restriction, 
elimination 

NO, but … 
avoidance 
scores higher 
(up to 50%) 

CONTINUOUS 
IMPROVEMENT 

Publicly 
report on 
progress by 
Jan 2016 

NO, but … 
will create 
incentives for 
high scorers 
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What Success Requires 
•  Customer demand 
•  Strategic partnerships 
•  Leveraged impact 
•  Own 100% of solution 
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When you reach the top of 
the mountain, keep climbing 
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