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DEVELOPMENT AND RATIONALE FOR A MINIMUM POLLUTION

PRODUCT TRADEMARK WHICH CONSUMERS CAN

IDENTIFY WITH MINIMUM POLLUTION PRODUCTS

DISCUSSION

Pollution was defined by the President's Science Advisory Commit-

tee in their report titled, Restorin,g the Quality of Our Environment.

"Environmental pollution is the unfavorable alteration
of our surroundings, wholly or largely as a by-product of
man's actions, through direct or indirect effects of
changes in energy patterns, radiation levels, chemical and
physical constitution and abundances of organisms. These
changes may affect man directly, or through his supplies
of water and of agricultural and other biological products,
his physical objects or possessions, or his opportunities
for recreation and appreciation of nature."2

Pollution is usually defined in subjective terms such as, "damag-

ing," "undesirable," "desecrating," "defiling" or "unfavorable" and it

is therefore difficult to find a good objective definition. The Presi-

dent's Science Advisory Committee's definition, however, describes

pollution quite adequately for this paper.

Pollution inflation is due not only to a greater intensity of use

of the natural environment because of things such as increased popula-

tion densities but also because of the changed nature of waste material.

Mostly inorganic, many new materials have disposal problems, harmful

by-products, and damaging side effects on the natural environment which

are a threat to ecological health.

Speaking more generally, the phenomenon of pollution could be

considered the result of actions taken with reference to the ecological

2. The White House, Washington, D. C., November, 1965.
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system. If the action taken disrupts existing eco-systems then

pollution results.

Between the phenomenon, physical facts, of pollution and the

social environment there is a parallel. Pollution results because of

the incompatibility of our total social and cultural environment and

the eco-system. Individual attitudes must change. People must realize

that environmental health is everybody's business and that every

individual should make some contribution towards environmental control.

Hopefully implementation of this thesis will have positive results in

a world of ever-worsening ecological problems.

Changes in public opinion are helping to raise the standards of

pollution control and enforcement. Public opinion is changing because

human tolerance of pollution is lowering and economic reasons for

pollution are becoming unacceptable. The main reason for the changing

public opinion is a result of individual and group efforts to make the

public aware of the ecological threat, especially by a dramatization

of the eco-problem through factual and pictorial reports.

One of the first works which dramatized the ecological problem

through factual information was the widely read "Population Bomb" by

Dr. Paul R. Ehrlich. Ehrlich believed the base of the environmental

problem was too many people.

"It has been estimated that the human population of
6000 B.C. was about five million people, taking perhaps
one million years to get there from two and one half
million. The population did not reach five-hundred mil-
lion until almost 8,000 years later--about 1650 A.D.
This means it doubled roughly once every thousand years
or so. It reached a billion people around 1850, doubling
in some two-hundred years. It took 80 years or so for
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the next doubling, as the population reached two billion
around 1930. We have not completed the next doubling
as yet, but we now have well over three billion people.
The doubling time at present seems to be about 37 years.
Quite a reduction in doubling times 1,000,000 years,
1,000 years, 200 years, 80 years, 37 years."3

Population in itself becomes a problem when it exceeds nature's

self-cleaning capacity. At present, there are several geographical

areas which are overpowering nature's forces. The "212 standard

metropolitan areas having only 9% of the nation's land area but 99% of

its pollution"4 are examples of geographical areas that exceed the

capabilities of nature's self-cleaning forces. Part of the environ-

mental problem which nature cannot cope with is solid waste. Already

Americans are spending 4-5 billion a year to collect and get rid of

garbage with a forecasted expenditure increase of 835 million a year.5

Along with the increase in people in the United States there has

also been an increase in mobility which has resulted in 400,000 more

miles of streets and highways since 1950 from 3.3 to 3.7 million.6

There have been numerous statistics, such as those just mentioned,

which have been published to help show that an environmental problem

does exist. There have also been many solutions to the ecological

3. Ehrlich, Paul R. The Population Bomb. Rev. Ed. Page 4. New

York, Ballantine Books, 1971.

4. DeBell, Garrett. The Environmental Handbook. Page 113. New York,

Ballantine Books, 1970. 367 p.

5. Ibid. Page 140.

6. Ibid. Page 198.
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problem such as Ehrlich's advocation of a population reduction program.

Having recognized that an environmental problem does exist the

problem then becomes one of finding a method of dealing with the

problem.

From a sociological standpoint, there are different ways of attack-

ing the eco-problem. Solutions to the problem often depend on which of

two opposing schools of thought one believes in. One of the schools is

concerned with the personal level and attitudinal changes while the

second is concerned with group change or total change of the existing

social structure.

Those theorists in the second group believe that the solution to

the environmental problem is not through attempts to change individual

attitudes but rather through efforts directed at complete changes in

the existing systems. R. G. Slater, et al., for instance, in their

book The Earth Belongs to the People state that the present problem is

not one of too many people and incompatible environmental attitudes but

rather an inadequate social system--particularly an inadequate economic

structure.

On the other hand, the first group of theorists believe it is not

the system but rather the existing attitudes that can and should be

changed. They believe that present environmental trends can be re-

versed by changing individual attitudes which affect individual actions.

In this paper I stand with the first group of theorists and

believe that change will be most effective when directed at attitudinal

changes. This approach would be effective because the direction of
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change which would have to occur is at least congruent with the exist-

ing attitudes in the affluent society, and certainly any realistic

approach is going to have to start with these attitudes.

Actually what has resulted because of environmental pollution is

a state of imbalance where the pollution problem is not in keeping

with American beliefs. In other words, there is a contradictory rela-

tionship existing in the cognitive system whereby pollution is present

when in actual fact it is an undesirable element. This dissonance is

itself a starting point for attitudinal change.

From a technological level there is little which I could do that

would have any desirable or lasting effect on the environment. There

is, however, an area in which my individual efforts could be of some

benefit. The area which I am referring to is marketing and the new

consumer movement.

From a marketing approach with knowledge of the emerging consumer-

ism movement I could draw attention to products which were environment-

ally more desirable than alternatives. To promote the use of these

desirable products I decided to develop a trademark which would guaran-

tee the quality of selected minimum pollution products from an environ-

mental standpoint. This symbol which would represent minimum pollution

products could be used on packagings and in marketing campaigns. In

terms of the above discussion this symbol would be a starting point for

encouraging consumer attitude change.

As mentioned earlier, it is not the purpose of this paper to

present a method of or proposal for restoring the quality of the en-
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vironment. It is the purpose of this thesis, however, to present a

proposal which would slow the rate of environmental degradation through

the education and training of consumers on a specific matter. Hope-

fully consumers can be persuaded to buy minimum rather than maximum

pollution products in any substitute series of products. Possibly by

changing the consumer's buying habits it will be possible to obtain

extra time, time which can he used by others to find effective ways of

restoring the quality of the environment.

In recent years the first problem of environmentalists was to

convince people that pollution was a serious problem. For the most

part people are aware of the fact that an environmental problem does

exist. The problem now is to get consumers to do something about the

environmental situation.

It is evident that most people are unwilling to make the effort

necessary to correct or even help slow down the rate of pollution.

Most people believe that in order to obtain the participation of the

average person it must be easy and convenient for him as consumer to

participate in the pollution program. The present apathetic situation

makes the Minimum Pollution Product Concept acceptable to the populace

of the affluent society because it is not demanding of the consumer's

time, effort, or money. Keeping this apathetic situation in mind we

can now look at the solution attempted in this project--the MPP

proposal.

I felt the makeup of the symbol should be representative of con-

sumers' beliefs on what the trademark should look like in reference to
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colors, shapes, and incorporated phrases. In order to discover what

should he incorporated into the symbol an informal survey was taken.

In this survey I attempted to discover what shapes, colors, and word-

ings people felt they could most relate to.

After several attempts and a great deal of feedback, a final

symbol was drafted. This symbol
7
consisted of three main parts; the

lettering, an ellipse, and a geometric shape resembling a water drop.

The letters, MPP, on the symbol originate from the phrase Minimum

Pollution Product.

Now that the final draft of the symbol was completed I needed to

obtain an approximation of the probability of consumer acceptance and

identification with the newly developed Minimum Pollution Product

symbol. Therefore, a random survey
8
was taken. The results of this

survey suggested that the MPP trademark would indeed meet with a high

degree of consumer acceptance if implemented and used in a legitimate

marketing campaign.

In this discussion I will explore the MPP symbol in relation to

what buying motives the marketers have placed emphasis on in the past;

what they are now doing with the consumer's environmental awareness;

and because of this environmental awareness why the users of the MPP

symbol have to develop a legitimacy associated with the whole proposal.

7. See appendix.

8. See appendix.
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Past marketing programs have been directed at different buying

motives such as: investment, love, greed, fashion, lust, health,

gain, solace, providence, adventure, reverence, imprudence, hope,

selfishness, fear, discretion, pride, romance, enjoyment, pleasure,

forethought, education, wisdom, rapacity, and profit. What the Minimum

Pollution Product Concept suggests is that besides appealing to dif-

ferent combinations of consumer motives, the producer, marketer,

advertising firm, or whatever should also take advantage of the present

environmental awareness these people possess.

Because of the environmental awareness, ecology is a topic of

great importance and a far-reaching issue of special concern to busi-

ness. As stated earlier, some companies' marketing strategies have

already been arranged to take advantage of, or cash in on, the consum-

er's environmental awareness.

Basically, companies which have tried to build good will, commu-

nity relations, or sales by using an ecological approach fall into

three categories.

The first category would consist of companies whose products are

affected because of the consumer's new environmental conscience.

Many companies have become alarmed by what adverse publicity might

do to their sales, so these firms have taken what they consider appro-

priate action. The Seven-Up Bottling Company, for instance, on its

cartons alone has the phrases: "Save! Return empties for refund,"

"Please return empty bottles," and "Take us back for more"--their main

purpose being to identify with the adopted ecological concept of
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"recycling" which is believed to help minimize pollution. The Coca

Cola Bottling Company is more subtle than the Seven-Up Bottling Company

and has the phrases "Please Don't Litter" and "Dispose of Properly" on

its containers. Weyerhaeuser and Western Kraft have placed the re-

cyclable symbol and the phrase "This container is recyclable" on their

corregated cardboard boxes, while Simpson Lee markets writing pads

under the name 100% Recyclable Paper. Different manufacturers, on the

other hand, spend money on Research and Development to discover new

methods of waste disposal or new uses for waste, both during and after

production. Detergent companies have reacted to the consumer's en-

vironmental awareness by removing phosphates from their products. One

company whose product contains no phosphates has adopted the term

"unpolluter." Golden Seal Company which produces the brand "The Un-

Polluter" has a short write-up on its containers which goes as follows:

"If you are concerned about pollution. Pollution is
a complicated subject and phosphates are only part of the
problem. We believe the ultimate solution to the water
pollution problem is the development of adequate sewage
treatment facilities throughout the country. But this
will cost billions of dollars and take years to develop
once taxpayers decide it should be done. In the meantime
we believe "The Un-Polluter" is the best available way to
help fight pollution.'r

Along with the write-up are the phrases "No Phosphates, No NTA, No

Enzymes, and Biodegradable."

Miracle White Detergent which features a mountain stream on its

containers also has the phrases: "Non-Polluting," "No Phosphates,"

"No NTA," and "No Enzymes" along with "Now wash without regret."

Another brand name which has appeared lately is "Ecolo-G" with "Stop



10

Pollution" and "No Phosphate" slogans. Gasoline companies have also

recognized the new consumer conscience and produce non-leaded gasoline

which is advertised as being ecologically more desirable than alterna-

tive gasolines. These are just a few of the examples of how companies,

who have been affected or thought they would be affected by the new

environmental movement, have taken steps to obtain consumer acceptance

of their products.

One of the relatively more simple moves that has been made by

companies with regard to the present environmental awareness has been

the development of symbols which identify products as being non-

pollutants and environmentally acceptable. The recyclable symbol

identifying a container as being reprocessable would be an example;

this aids in the customer's disposal problems and quietly builds good

will.

The second category of environmentally conscious business consists

of those with noticeable public spirit. This conspicuous category

consists of companies which recognize that the public is ecologically

conscious and have taken the initiative to help reduce pollution.

Insurance firms which have withdrawn their policies from companies

which are polluters; governments or companies who have taken voluntary

steps to correct pollution problems; and universities offering such

things as environmental management courses are all examples of this

category. Oregon State University, for instance, presently offers

several courses related to the ecological problem such as: Environ-

mental Design, Environmental Health, Environmental Management, and Man



11

and His Environment.

The final category of environmentally conscious businesses con-

sists of the opportunists. Opportunists are those businesses who are

latching onto the environmental movement, hoping for economic gain

from public sentiment. These are companies who get into pollution

control simply by saying they are in it. Mostly superficial, this

category consists of company efforts which include everything from the

addition of "do not litter" or "keep the water clean" on labels to the

stressing of "environmental awareness" as a rationale for buying their

products.

Many companies in this opportunist category make extensive use of

natural settings in advertising campaigns. These firms try to make

products look as if they are part and belong in the environment.

Cigarette companies are a good example of those firms which use natural

settings extensively. Salem Tobacco Company has several advertisements

centered around environmental settings. One ad, featuring two bare-

footed people sitting in the woods smoking, reads in bold words, "It's

only natural menthol, not the artificial kind. That's what gives Salem

a taste that's never harsh or hot. That's why Salem tastes as fresh as

springtime. It happens every Salem."9

Basically all environmentally based advertising can be placed in

one of the three categories mentioned. Of the above three categories,

9. Time, September 20, 1971, Page E9.



12

for example, it is the first that my thesis fits into and concerns

itself with. There is a difference, however, between the Minimum

Pollution Product Proposal and what has been done in the past to

promote environmentally desirable goods. The difference is that the

MPP concept is more encompassing and more concerned with developing a

legitimacy with which consumers can identify. In the MPP proposal it

is recognized that the environmental motive for a consumer's action has

great potential, potential for more than just a specific item purchased

such as low phosphate detergent. The MPP proposal is interested in

altering the whole consumer buying habit and capitalizing on the brand

loyalty concept. Brand loyalty would be accomplished by using one

trademark, the MPP symbol, for all minimum pollution products. The MPP

trademark would reflect the prestige of all the MPP products to each

other and vice versa.

In order for the MPP proposal to be implemented successfully, the

concept must be appealing to businesses as well as to consumers.

Acceptance of the proposal by business depends on whether or not the

concept will help fulfill their goals--economic, social, or whatever.

There are several reasons why individual companies would want to

use the Minimum Pollution Product Trademark. From an economic stand-

point, to increase sales, a company may want to sell its products on

the basis of their being minimum pollution products. A company

choosing to use the MPP symbol may also do so because it could obtain

immediate consumer identification with new products. Because of the

immediate consumer identification with the MPP trademark there would
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he a higher volume of sales while the company was developing a brand

identification.

Also, a company possessing an undesirable image, or an identifica-

tion which detracts from sales may want to carry the MPP symbol in

order to gain consumer product acceptance. Consumers would be more

likely to change their rationale when deciding to purchase a bad image

product because of the MPP symbol effect--"maybe they're not so bad

after all" idea.

A company may also want to change from steamroller sales tactics

which tend to be overbearing and impersonal, qualities not exactly

designed to fit the new consumer movement. The MPP symbol used with

advertising that informs and informs fully, not brushing over product

short-comings or leaving key things unsaid, can be the vehicle by which

to do this. This vehicle will be effective because consumers will be

able to identify with the MPP concept which gives a legitimate reason

for changing their product preferences.

Social benefits are also available through the implementation of

the MPP proposal. Use of the MPP symbol would have an environmentally

positive effect on competitive companies' manufacturing method and on

pollution control programs. Pollution control programs exist. There

is, however, a real question as to what extent and how rapidly business

will cooperate with pollution control programs. Business firms exist

to make money; and pollution investment represents a significant loss

to most of them. Delay in compliance is a means of forestalling or

offsetting losses. It saves the firm the operating costs it would have
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had to assume in the interim. Further, delay allows the firm to take

advantage of any technical improvements that would lower the costs of

waste control, etc., which might he developed while the going-concern

delays in its compliance with the pollution control programs.

The Minimum Pollution Product Concept, however, would act as an

excellent marketing tool and provide social and environmental benefits

by forcing other companies to produce to the specifications of com-

petitive minimum pollution products because of the competitive advan-

tage these companies enjoy by being recognized minimum polluters.

Change would come because of consumer pressures recorded through the

cash register which is the heart of the business enterprise. Many of

the problems of delay in pollution control programs would be overcome

because the producers would move more rapidly in developing accepted

products. The best example of this type of pressure has occurred in

the soap industry and the movement towards the production of low
Redacted for Privacy

phosphate or "unpollutant" detergents.

Attention was drawn to high phosphate levels in laundry detergents

because of negative public opinion and because of the appearance of low

phosphate and unpollutant soaps which advertised their low phosphate

levels as a criteria for buying their detergent products. A high

phosphate level detergent was believed to be a high pollution product.

For these reasons detergent companies were forced to lower the phos-

phate levels in their brands. Also, because of public sentiment

governments set maximum phosphate levels for detergents.

Environmental degradation, as I have previously stated, is a major
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problem complicated by the lack of a systematic approach to a solution

and by the lack of "commitment to prevention." There is no way of

completely reverting to the natural state of the past and there is a

growing resentment against moving towards a technological utopia. It

is now apparent that many people believe continual movement towards a

technological utopia will surely result in imminent ecological disas-

ter. An ecological balance must be achieved. An unbalanced ecological

state now exists because man's wastes,which are an inevitable by-

product of his activities, exceed nature's self-cleaning capacity.

In order to ease the environmental situation which consists of a

network of interlocking problems; scientific, administrative, technical,

economic, social, ethical, political, and moral; specific measures must

be taken which will slow down, stop, or reverse the present trend. The

MPP proposal is only one step which can be taken to help obtain or

establish an ecological balance.

There are other measures which I feel should be taken, actions

which will also help alleviate the problem. To put things in perspec-

tive I mention only a few possible actions which, besides the imple-

mentation of the MPP proposal, could be taken to help the ecological

problem. Specifically, these actions could include such things as;

minimizing packagings and using reusable and returnable containers,

establishment of more recycling programs for both organic and inorganic

materials, increasing the number of multiple use facilities, establish-

ing more control and testing of new products, initiating community

cleanups and restrictive water use programs.
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New laws could be enacted which would make both businesses and

individuals responsible for their actions. These laws would make

people legally responsible for their actions and also put a stop to

such things as planned obsolescence. Education to achieve value

changes and extensive environmental planning are two other general

ways of improving the eco-crisis.

In the preceding discussion I have given a concise presentation

of my proposal which if implemented properly would be of great

ecological value.

Implementation of the MPP proposal, however, is what is important

if the MPP concept is to be of any ecological value. Of the available

alternatives for implementation, I am examining two possible courses

of action.

The first alternative for implementation would be to work through

a private enterprise such as an advertising agency. Alternative number

two would be to make the symbol available to a consumer protection

organization. By using the first alternative, personal economic gain

would be possible but only at the expense of a legitimacy loss in the

whole concept. Alternative number two would probably prove to be more

efficient, more legitimate, and ecologically more valuable. At the

present time both methods of implementation are being pursued but no

final choice as to which course of action is to be taken has been made.

As a final note I should restate that I believe a new, less

materialistic kind of consumer is emerging. A consumer whose first

concerns include preserving the environment. For this reason, as
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reflected in the Random Survey,
10

I believe that the Minimum Pollu-

tion Product Concept will meet with a great deal of success when

implemented.

Conclusion

In this paper I have argued that the best way to attack the en-

vironmental problem is from efforts directed at attitudinal change and

not through efforts directed at changes in the social system. With

this in mind I developed the minimum pollution product symbol which I

hope will be used in such a way as to encourage the use of environ-

mentally more desirable products and thereby help the existing eco-

problem.

Based on the random survey, past marketing efforts, and the new

consumer movement I believe the MPP concept will encourage the use of

environmentally more desirable products. New, more ecological buying

trends therefore will result because of the implementation of this

proposal.

10. See Appendix for Random Survey results.
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APPENDIX



PRORIEM
19

The level of environmental pollution is too high. The problem,

as the author sees it, is to find a method of reducing the overall

level of pollution. The author hopes to help reduce the level of

pollution by developing a "trademark"1 that could be used to identify

minimum pollution products and to set down a proposal that would give

the Minimum Pollution Product Trademark a legitimacy and a marketing

value; a legitimacy and value that would affect consumer attitude and

thereby increase sales of minimum pollution products.

1. A trademark as defined in Section 45 of the 1946 Act, "includes
any word, name, symbol, or device, or any combination thereof
adopted and used by a manufacturer or merchant to identify his
goods and distinguish them from those manufactured or sold by
others."
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One of the objectives of this paper is to develop an attractive

enough Minimum Pollution Product Symbol so that companies with minimum

pollution products will use the trademark on their goods or their

containers or their displays associated therewith or on the tags or

labels affixed thereto or in their advertising campaigns. Use of the

symbol would thereby increase sales of minimum pollution products and

result in a lower level of environmental pollution. This objective

would be accomplished because consumers would be buying and using the

minimum pollution products rather than the maximum pollution products

in a series of substitute products.

It is hoped to present a proposal which would be accepted for

implementation by some national consumer organization. This organiza-

tion would be responsible for administering and controlling the

trademarks used.

Another objective is to promote consumer identification with the

Minimum Pollution Product Trademark and increase the sale of products

which have a less damaging effect on the environment.
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RANDOM SURVEY

This survey was taken to obtain an idea of the degree of consumer

acceptance of the MPP proposal.

After an explanation of the purpose of the symbol and what was

hoped to be accomplished with its use, each member of the sample
11

was

asked the following two questions.

Question #1: Do you think this (shown the symbol) Minimum Pollution

Product Symbol is attractive enough to use on containers, in displays,

on tags and labels, in advertising campaigns, etc., of products that

are minimum pollutants?12

Question #2: Do you think having a Minimum Pollution Product Symbol

which would identify minimum pollution products is a good idea?

Answers were to be either YES or NO.

Results:

Question #1

Question #2

99 Yes and 1 No

98 Yes and 2 No

The inference drawn from the results of this survey is that both

the developed symbol and the idea should meet with a high degree of

11. Sample--Sample consisted of one-hundred people randomly chosen.

12. There was some ambiguity to question number one because it had to
be more fully explained to a number of people in the sample. Even
though the question was not as self-explanatory as I had hoped, I
believe the results obtained are accurate and no bias resulted
from the explanations.
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consumer acceptance if presented properly. The symbol must be

presented in such a way that consumers can see a legitimacy in the

idea and not just an advertising gimmick.
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DEFINITION OF THE TRADEMARK

The indication of origin is the primary purpose of a "trademark."

The Minimum Pollution Product Trademark, however, is more to serve to

guarantee the quality of the goods bearing the mark and, through

advertising, serve to create and maintain a demand for the minimum

pollution product.

After the Minimum Pollution Product Trademark has been accepted

for use and has been used by a manufacturer or merchant on his goods it

will then be eligible for registration. Trademarks must be "used in

commerce"
13

before they are eligible for registration; commerce which

may lawfully be regulated by Congress. The minimum pollution product

symbol and this thesis as a whole will therefore be copyrighted

initially to protect the ownership and later the symbol will be

registered as a trademark.

13. "Used in commerce"--from Section 45. "For the purposes of this
Act a mark shall be deemed to be used in commerce (a) on goods
when it is placed in any manner on the goods or their containers
or the displays associated therewith or on tags or labels affixed
thereto and the goods are sold or transported in commerce and (b)
on service when it is used or displayed in the sale or advertising
of services and the services are rendered in more than one state
or in this and a foreign country and the person rendering the
services is engaged in commerce in connection therewith."
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DESCRIPTION OF THE SYMBOL

The continuous outer line represents the limits of the trademark

and follows the same shape of the main or enclosed symbol.

The symbol itself consists of three main parts; the lettering, an

ellipse, and a geometric shape resembling a water drop.

The wording and the waterdrop are self-explanatory. The large

capitals, MPP, represent the first letters of the words in the phrase

Minimum Pollution Product. The eclipse which contains lighter lines

represents the world. The suggestion of the incorporation of the world

into the symbol is accomplished by the use of the inner lines which

represent the equator and four selected lines of latitude.

Finally, the area between the two lines resembling the shapes of

water drops and containing the words, "Minimum Pollution Product,"

represents the layer of air around the world.

The Minimum Pollution Product symbol was arrived at by taking a

verbal survey to discover what people thought should be incorporated

into a Minimum Pollution Product trademark. Secondly, the resulting

ideas brought out in the survey were combined into an attractive and

artistic symbol. Finally, different color combinations were tried to

see how the symbol would look on different packagings. It should be

noted, however, the standard color chosen for the symbol was blue.

Blue was the most recurring answer to the verbal survey question,

"Which color do you think should be used as the basic or standard

color on the Minimum Pollution Product Symbol?"
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