






emissions released during product preparation?
Ventrell: Yes, especially with many of our products that are heated in a microwave. What we are looking at is reducing the time or

improving the quality of the product in the microwave. And when I talk about improving the quality, that is because people just keep

adding more time to heating the product if they think it didn’t work right the first time. People inherently don’t follow instructions. So

we are trying to come up with some packaging, like for our frozen pies for example, that is more efficient in the microwave. The pie

packaging is not on the market yet, so I can’t go into a lot of detail, but certainly that’s an area we are looking into.

PW: So you feel that reducing carbon emissions at the point of preparation is also your responsibility, even though the
product has already left your hands?
Ventrell: The way I look at it, until the consumer has consumed the product and has done whatever they are going to do with the

packaging, I still have a role.

PW: What do you think of Walmart’s packaging scorecard, and how has it affected Sara Lee’s packaging strategies?
Ventrell: I think it’s actually had a positive effect. It gets you to focus more when one of your largest customers in North America

starts working on sustainability, and then it doesn’t become a push from us. We are both on the same team trying to get to the same

end results, which isn’t always the case between companies, customers, and consumers.

In the case of Walmart, they’ve got a program that isn’t all that dissimilar to ours. We keep other information in addition to the

scorecard for a couple of reasons. One is for our own understanding of what we are doing. The other is in case other companies

come along and ask for scorecards or ask for information, they probably won’t be looking for the same data. So while the scorecard

is quite time-consuming on the one hand, it has had a positive impact on the other.

The Walmart buyers I have spoken with have been very proactive in supporting our efforts. We also have a Sara Lee team in

Bentonville [AR], and I am constantly updating them on what we are doing when it may affect the scorecard.

PW: How do consumers fit into Sara Lee’s movement toward greater sustainability?
Ventrell: After the product is sold to a retailer, the consumers are the first ones who are going to prepare the product, consume the

product, etc. A large percentage of consumers haven’t really been that knowledgeable about sustainability. They have more

knowledge on recycling.

What we have found is that one of the leading ways that consumers get their information today is through the Internet. On our site,

we have tried to educate consumers on our sustainability initiatives, such as the fact that all of our

cartons and cases are certified by the Sustainable Forestry Initiative (SFI, www.sfiprogram.org).

We also give them nutritional information on the site, and our annual report is on there

(www.saralee.com/sustainability_report/2008/flash.htm).

In terms of educating the consumer, we also carry the SFI logo on our packages if the material is

certified.

PW: Do you think that these types of sustainable packaging initiatives have an impact on
what the consumer buys? Ventrell: I’ve read lots of studies on that question, and they don’t all

say the same thing. But one thing that I have gathered from what I’ve read is that if consumers have a

choice between products that are competitively priced, they will typically pick the one that has some kind of sustainability story or

logo, even if they don’t particularly know what the logo means. With consumers, especially in these times, price will always win out

unless you are selling in certain types of retail stores. But if all other things are equal, they clearly say that they will pick the more

sustainable product.

PW: What are some of the most valuable lessons you’ve learned at Sara Lee through your experiences setting
sustainability goals and implementing more sustainable packaging?
Ventrell: I guess it would be the fact that sustainability touches everybody. When we first started talking about it from the packaging

aspect, like in so many companies, it was seen as, “Okay, Glenn! That’s your area. Go take care of it!” But very quickly we found
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that, whether you are in marketing, or in sales, or in finance—any part of our business—you are part of our sustainability program,

and you have a role to play whether it’s an aggressive role or a passive role or an informational role. But it’s touched so many more

people than I think anybody expected.

PW: What do you think is the greatest challenge facing the packaging community related to sustainability?
Ventrell: I think the question of biodegradability is a big challenge, it is a question mark. Is it real? Is it certifiable? Does it mean the

same thing to everyone? When it comes to biodegradability for Sara Lee’s packaging, we are not making products that are usually

consumed in a car, so roadside trash isn’t one of our biggest issues. Ours is trying to get things to be recycled versus going into

landfills. So if biodegradability is more positioned at sunlight and moisture, then that doesn’t really help us. If the material

biodegrades in a commercial landfill as opposed to a compost pile, which is not predominant in the U.S., then that helps us. So trying

to figure this whole thing out about scientific evidence and the claims is a big issue in every conference I go to—to try and really get

down to the bottom of it.

PW: You mentioned that you previously lived and worked in Europe and that there, sustainability is something that you
“live and breathe.” Why do you think there is such a difference between the U.S. and Europe in terms of their attitudes
toward sustainability?
Ventrell: I lived in Germany, where you have the Green Dot recycling program, which is legislated by the government. They have

environmental impact fees, where companies pay on the amount of packaging they use. The intent there is to reduce the amount of

packaging and use more single-layer paper or film packaging. This is quite impossible for some products obviously, but it does help.

In Germany, consumers have central recycling stations. So you have the ability to recycle a whole lot more than you typically do in

the U.S., and they have one program for the country as opposed to 8,000 programs in the U.S. My trash can in Germany was really

small, but my recycling containers were very big.

Then also, when you buy products in a supermarket or a convenience store, you have the ability to get rid of your excess packaging

before you even leave the store, which I always thought was quite interesting. The classic example of that is toothpaste. Toothpaste

is sold in a carton, but you really only use the tube. So when you are walking out of the store, throwing away the toothpaste carton

has no negative impact because you have already made your purchase decision.

I would say the U.S. is catching up in some areas, but certainly not on the government level, where we have one national policy on

recycling and what can be recycled. But I live in Wilmette [IL], and over the last several years, the town has continued to add more

items that we can recycle there.

PW: Do you think there will be changes at the governmental level moving toward one collection and recycling system?
Ventrell: There are so many thousands of companies that do refuse hauling in the U.S. that there would be quite a cost to get a

national program like that going. Is that a priority right now? Probably not. I do think that we will see more focus in the area of the

environment and sustainability in the coming years with the current administration.

PW: Any words of advice for companies that want to pursue sustainable packaging?
Ventrell: Something that we always tell people here when they are getting involved in sustainability is that it does not happen

overnight. It’s taken us many years to get where we are today, and we have had many setbacks. What we have to remember is that

what we are doing here is not so much for ourselves as for our children and their children.
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