EthosWater

Watch Out For Starbucks Greenw ashing

ave you been in aSarbudks recently and notiosd
ther EhosWaer?If 0, have you gopped to read
the labd?"Hdping children to gt deen wete™ the
labd dedares By thisthey meen that five centsis
donaed to organizations heping people in underdevd-
oped regions g2t deen water.
SarbuckgounderdonathanGreenblatis
quotedin a New York Times magazinstoly Big
Gulp-How a Bottled Water Tries to Quench
Consumers’ Thirst to do Good, Saying:
O hebrand @lows people to undergand the
world water crigsand fed asif they are connect-
ed to the olution.Q..writing a check isless effec-
tivein thelong run than @ying to build amove-
ment to addressthis problemQ..Ethos..Onakes
activiam possble®
S wha iswrong with that?Hrg, it encourages
the use of bottled water by making people fed good
about buying bottled water when in fat there arevery
sious problems (sse pages 3-8). But the marketing of
EthosWater asa soddly reppongble consumer choice
raises additiond conoarns In aldter to Ben Padkard,
Director of Environmentd Affarsand Corporate
Sodid Regpongbility for Sarbucks the Serra Club®
Wae Privatizetion Tesk Force put it bluntly:
QWe are concerned that while your marketing
amsto make cugomersfed good about hdping
poor communities bottled water actudly putsthe
digribution of water into corporate hands linking
the price of weter to the vagaries of the market-
place While accessto dean and affordable drink-
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ing water iscertainly aserious problem, it can be
exacerbated when private companiestake over
public sygemsand then avoid srvicng poor
aress Thisin turn drives communitiesto depend
on charitieslike Water Aid, one of Sarbucks3up-
ported charities which ispartly funded by
Thames (now owned by the German energy giant
RWE) and which isactivdy promoting privatiza:
tion in US communitieslike Sockton, CA.O
We donnesd Sarbucksto help make activian
possble We nead peopleto sop drinking bottled
water and gart demanding water asa human right
not acommodity for corporate profit!

Bio-Plagtic: " Soil Not Oil" Corporate Image Make-Over

Water bottles that decompose. No more plastic bottles littering our roads and landfills. Less global warming. What
could be better? This is what Cargill/Dow and Denver-based BIOTA want consumers to believe.

Using Cargill Dow® Nature Works® PLA compostable corn-based plastic, Denver-based BIOTA launched BIOTA
Spring Water in 2004 as " the world®first bottled water/beverage packaged in a PLAnet Friendly 2 bottleE manu-
factured from a 100% renewable resource, cornE not oil! " Their dogan is " Together we can make a difference
one bottle at a time." www.biotaspringwater.com/

Now Coca-Cola and NestlZ are exploring bio-plastic bottles and packaging. And in Britain, Belu, using Cargill®
Nature Works has launched their Natural Mineral Water as the U.K.8first compostable bio-bottle that " comes from
nature and can go back to nature." www.belu.org and click on " Our Sory."

Like Starbuck® Bhos Water, Belu invites the consumer to join them in good works saying, " Everybody wants to
make a difference, Now You Can." Belu donates 100% of their net profit to WaterAid, aiming to give annually as
much as $1.8 million. http://www.wateraid.org

So should we all stock up on these " green” brands or is this another case of green washing? Most basic, thisis
still bottled water which means water is being commodified and sold at market prices. Local ecology suffers when
the springs and groundwater are exploited. Then as Belu admits, the bottles have to be commercially composted,
using a specific process, and consumers are warned, that if they do it at home, "you have to know what you@e
doing." Moreover, Australian scientists have raised concerns about harmful environmental impacts as bio-plastics
decompose.

Then there isthe use of GMO corn which gives corporate ownership to the seeds of life and which requiresinten-
sive use of petroleum-based pesticides and herbicides, adding more pollution to our bodies and water sources.
Fnally, the manufacture and transportation of the bottles requires more oil and energy, adding to global warming.

Let®not be fooled.

Bottled water
actually puts
the distribu-
tion of water
into corporate
hands, linking
the price of
water to the
vagaries of the
marketplace.

Water for Life Not Corporate Profit
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