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Water Quality Products is on Facebook! Visit our page for photos, industry news and a chance 
to tell us what you think. Find us at www.facebook.com/waterqualityproducts.

Scranton Gillette Communications Inc.
3030 W. Salt Creek Ln., #201, Arlington Heights, IL 60005-5025

tel: 847.391.1000 • fax: 847.390.0408

e d i t o r i a l  s t a f f
wqpeditor@sgcmail.com 

	 Editorial Director	 Neda Simeonova

	 Managing Editor	 Kate Cline

	 Associate Editor	 Elizabeth Lisican

	 Associate Editor	 Mary Beth Nevulis

	 Assistant Editor	 Kristin Muckerheide

	 Assistant Editor	 Williette Nyanue

	 Graphic Designer	 Larry Nigh

a d v e r t i s i n g  &  s a l e s
	 Integrated Media Consultant	 Don Heidkamp
	 dheidkamp@sgcmail.com	 847.391.1047

	 Classified Ad Sales Manager	 Donna Aly
	 daly@sgcmail.com	 480.941.0510, ext.13

	 Reprint Coordinator	 Adrienne Miller
	 amiller@sgcmail.com	 847.391.1036

	 List Rental Contact	 John Ganis
		  914.368.1024

	 Advertising Coordinator	 Renee Fonferko
	 rfonferko@sgcmail.com	 847.391.1005

m a n a g e m e n t
	 Vice President/Publisher	 Dennis Martyka
		  dmartyka@sgcmail.com

	 VP of Content & Custom Media	 Diane Vojcanin	

	 VP Events	 Harry Urban

	 VP Information Technology	 Joel Hughes

	 Director of Audience  	 Doug Riemer 
	 Development

	 Director of Creative Services	 Sandi Stevenson
	 & Promotions	

c o r p o r a t e
	 Chairperson	 K.S. Gillette

	 President/CEO	 E.S. Gillette

	 Sr. Vice President	 A. O’Neill

	 Sr. Vice President, CFO	 Dave Shreiner

	 Chairman Emeritus	 H.S. Gillette (1922-2003)

e d i t o r i a l  a d v i s o r y  b o a r d
	 Rick Andrew	 NSF International

	 Francis Boodoo	 Purolite

	 Frank Brigano, Ph.D.	 KX Technologies LLC

	 Diego Bonta	 Dow Water & Process Solutions

	 Myron Lupal, BA, CWS VI	 Luminor Environmental 

	 Marianne Metzger	 National Testing Labs

	 Jeff Roseman, CWS VI	 Freelance Writer & Consultant

Getting the Green 
Message Straight

The “going green” trend is everywhere these days, clinching the fact that 
it is here to stay. While there are many great green products and prac-
tices out there, “greenwashing” remains a concern. In an effort to jump 

on the sustainability bandwagon, many companies are eager to tout their 
products as green and their business as environmentally friendly. With so 
many claims out there, it is hard to know what “green” really means.

The Water Quality Assn. (WQA) is resolving to help the water industry 
break through the confusion. The WQA Mid-Year Leadership Conference, 
held earlier this fall, was all abuzz about the organization’s eco-labeling 
initiative. According to Tom Palkon, director of product certification for 
WQA, this program will “include standards with credible metrics for evalu-

ating the sustainability of a product, enable consumers to easily differentiate between products and 
provide the industry with an eco-labeling product certification program.” 

The first standards set for launch are for activated carbon and point-of-use filters that use activated 
carbon, with standards for other water treatment technologies to follow. (For more from Palkon on 
this initiative, see “Greening Water Quality,” page 30.)

The new labeling scheme will go a long way in helping consumers identify green water treatment 
products, but it is the dealers themselves who are crucial in helping their customers understand the 
environmentally friendly options available to them. 

Both environmental and regulatory factors are bringing green technologies—from water reuse 
to water efficiency—to the forefront. Ongoing droughts in many U.S. states, plus the more wide-
spread problem of worldwide water scarcity, mean water reuse and water efficiency will remain center 
stage for quite some time. Moreover, regulatory changes, such as the softener bans in California, 
will require the exploration of newer, greener technologies. The overall message is that we need to 
conserve natural resources and be smart about how we use them—especially when it comes to water.

It is important for dealers to stay up to date on the latest technologies and keep customers 
informed of their options. Dealers also have the power to spread the word about conserving water 
and using green technologies like more efficient softeners or rain barrels. “When It Rains, It Pours” 
(page 14) describes how the city of Los Angeles increased awareness of its new rain barrel program. A 
combination of traditional methods, such as yards signs, brochures and tables at community events, 
and newer methods, such as social media and blogs, helped the city exceed its goal for program 
participants. While these efforts were undertaken on a large municipal level, the techniques the city 
used also could be applied by dealers looking to increase awareness of green technologies or begin 
offering rain barrels as part of their product lines.

However dealers approach going green, one thing remains important: avoiding the hype of green-
washing, and providing customers with the most accurate, up-to-date information possible. 


