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Safer Chemicals, Healthy Families and 
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Ask of Retailers 
“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.” 



The Hazardous 100+ Chemicals of 
High Concern 



How We Created the Hazardous 100+ 
Chemicals List 



BizNGO Principles for Safer Chemicals 
Provide a Framework for Retailers 



Another useful framework: 
Five Essential Practices for Retailers, Brand 

Owners & Suppliers 
1. Retailers, brand owners and suppliers will establish a goal of reducing and 
eliminating the use of chemicals and materials of concern in products and 
manufacturing processes, and replacing them with alternatives that are 
transparently safer. Their publicly available chemicals management plans will 
include metrics and clear timeframes to measure continual progress towards this 
goal.   As a priority, retailers and brand owners will identify relevant chemicals of high 
concern in products and supply chains, volume of those chemicals, and set goals for 
reducing both the number and volume of these chemicals. 

 

2. Retailers and brand owners will know and publicly disclose the chemical ingredients 
in their products, product packaging and manufacturing processes. They will do this by 
requiring their suppliers to give full chemical disclosure including of fragrances, 
additives, contaminants, raw materials, colorants, flavorings and chemical by-products 
and they will make this information publicly available online and/or on product 
packaging.  A good first step is to disclose all chemicals of high concern in products 
including those under proprietary agreements. 



Five Essential Practices (cont’d) 
3. Retailers, brand owners and suppliers will identify chemicals and materials in their 
products and/or supply chains for chemicals of concern for substitution with safer 
alternatives that have undergone comprehensive hazard screening.  The hazard profile of a 
chemical will be determined using comprehensive human health and environmental 
endpoints and all data gaps for chemical information will be clearly stated. 

 

4. Retailers, brand owners and suppliers will conduct or require alternatives assessment for 
chemicals of concern as set out in the Business-NGO Principles of Alternatives Assessment. 
Alternatives will include a wide range of options ranging from simple elimination to informed 
substitution for safer chemical, material and non-chemical alternatives 

 

5. Retailers, brand owners and suppliers will commit to continuous improvement in 
eliminating all chemicals and materials of concern in their supply chain and will support 
innovation and public policies that promote green chemistry, sustainable product design and 
manufacturing processes that protect human health and the environment. Retailers, brand 
owners and suppliers will publicly report on their progress in transitioning to safer chemicals 
and materials on their websites and in their shareholder reports. 

 

Download them at: www.safemarkets.org  
 

http://www.bizngo.org/alternatives-assessment/commons-principles-alt-assessment
http://www.safemarkets.org


Retailers’ Progress to Date 
Since Campaign Launch 

• Walmart  –  Issued “Policy on Sustainable Chemistry in 
Consumables” in 2013 and “Implementation Guide” in 
2014 

• Target – Issued and updated “Sustainable Product 
Index” in 2013, updated and further expanded in 2015 

• New retailer policies – 2014-2015 actions described in 
following slides… 

• A number of retailers  – In-person meetings with 
ongoing dialog toward action in expanding policies. 



Phthalates in 
Vinyl Flooring 

and Safer 
Substitutes 



The Home Depot: first retailer to 
phase out all phthalates in flooring 

• Mind the Store worked in 
partnership with The Home 
Depot to develop and 
implement phthalates in 
flooring policy over 2014-2015 

 

• Year-long engagement, testing, 
research support, and HBN 
report. 

 

• Require suppliers to phase out 
of all added ortho-phthalates 
from flooring by end of 2015. 





Product testing to reveal flooring 
containing phthalates (e.g. DINP) 



Lowe’s joins Home Depot to phase out 
phthalates in flooring by end of 2015 



Menards makes the same commitment to 
eliminate phthalates by end of 2015 



Recycled vinyl flooring sourced overseas – 
electronics waste – lead, cadmium, phthalates, 

flame retardants 



Joint announcement with Lumber Liquidators: first 
retailer to eliminate contaminated vinyl scrap plastic 

• Eliminate all phthalates as of 
September 1, 2015. 

• Testing – lead as high as 10,000 
PPM, cadmium at 20,000 PPM 
from 6 top retailers  

• First major retailer to ban 
recycled vinyl due to e-waste 
contamination 

• Limit lead to 100 PPM – prevent 
recycled vinyl flooring being 
used 

• Restrictions on cadmium, 
brominated flame retardants 
and other metals 



Multi Billion Major Market Impact 

• Home Depot - #1 home improvement retailer in 
U.S. and worldwide - ~ $6 billion sales of flooring / 
year * 

• Lowe’s - #2 home improvement retailer in U.S. and 
worldwide - ~ $3.2 billion sales of flooring/year *  

• Lumber Liquidators – largest dedicated retailer of 
Flooring – ~ $1 billion sales of flooring * 

• Menards - #3 home improvement chain in the U.S. 
– sales data not available. 

 

* Note – flooring sales include vinyl and other flooring materials as well. 



Engaging other regional/national flooring retailers August 
2015 letters to top 20 national/regional floor stores 



Largest manufacturer of furniture in 
world sets timeframe for eliminating 

flame retardants in furniture 
Largest manufacturer of 

furniture in the world ~ $4 
billion in sales. 

 
“Bob Luedeka, executive 

director of the Polyurethane 
Foam Association, said that 

if industry leader Ashley 
follows other companies and 
stops using flame retardants, 

the chemicals ‘could be a 
thing of the past in 

residential furniture.” 



Engaging Other Leading Furniture 
Retailers 



Macy’s adopts policy eliminating flame 
retardants in furniture 

Macy’s – sells over $1 billion of furniture annually. 
e 

“We will be instructing any remaining suppliers who are 
using these chemicals to cease doing so…If we do identify a 
vendor that is still applying the old flame retardants, we will 

be requiring them to cease doing so immediately.” 
 

“In the coming days, we will be sending the survey to all of 
our furniture vendors and asking them to certify that they no 
longer are using the flame retardant chemicals. If any are still 

using the flame retardants, we will ask them to cease 
immediately.  

 
We will report back to you on the findings of our vendor 
survey. We are asking from a response back from each 

vendor no later than December 31, but we will be following 
up in November from any vendor that does not respond 

quickly. 



Walgreens Commits to Develop “Chemical 
Sustainability Program”  

“We understand that it is critical to continue our work with the vendor 
and retail community to address product ingredients and we recently 

initiated organizational changes that identify this as a key component 
of our company's broader corporate social responsibility program.  

 

We are in the process of developing a Chemical Sustainability Program, 
which we anticipate announcing in the coming months. We are 

leveraging the expertise that our colleagues at U.K. retailer Boots can 
provide as pioneers in retailing, manufacturing and chemical 

sustainability.  

 

We also are working with multiple external parties including laboratories, 
NGO's, and other retailers to improve the transparency of product 

ingredients and chemicals of concern.” 



What are Retailers’ Chemical 
Footprint? 

• Retailers chemical footprint? 
• Encourage, require and/or incentivize 

private label suppliers to conduct 
chemical footprint  

• Encourage, require and/or incentivize 
key brands to conduct chemical 
footprint (e.g. biggest suppliers by 
sales volume) 

• Chemical footprint of a certain 
product category sold by a retailer 
(e.g. electronics, baby products or 
cleaning products) 

• Chemical footprint of a store aisle or 
store shelf? 



Thank you. 

Mike Schade, Mind the Store Campaign Director 

Safer Chemicals, Healthy Families 

mikeschade@saferchemicals.org  

 

Twitter: @Mike_Schade @SaferChemicals  

Facebook: Facebook.com/SaferChemicals  

 

Mind the Store Campaign Homepage: 

www.MindTheStore.org 

 

mailto:mikeschade@saferchemicals.org
http://www.mindthestore.org

