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background

PARTiCiPATing in RECyCling EffoRTS and reusing  
materials whenever possible are simple steps in help-
ing to reduce the burgeoning amounts of solid waste 
going to landfills every day, but this is only part of the 
cycle. Being aware of the material that is purchased for 
use in the vineyard or winery helps “close the loop” and 
increases the market for products made of recycled 
content. One of the primary ways this can be accom-
plished is through Environmentally Preferred Purchas-
ing (EPP).

EPP is a process for selecting products or services that 
have a reduced effect on human health and the envi-
ronment when compared with competing products 

or services that serve the same purpose. The first step 
in an EPP program is to screen products and services 
for their relative beneficial environmental attributes 
(such as recycled content and energy efficiency) as well 
as potential adverse environmental and human health 
impacts. While the review process requires an invest-
ment of time, vendors and suppliers should be called 
upon to assist in the process by providing information 
on the environmental attributes of their products and 
services. If they don’t know, or don’t seem very inter-
ested in making that information available, it would be 
wise to consider seeking suppliers who will support the 
EPP efforts of the enterprise.
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Vintner ResponsesGrower Responses

13-1. PlAnning, moniToRing, goAlS & 
RESulTS  As with many other issues in this 
report, awareness is the starting line to 
sustainability. The next step is developing 
plans on what actions to take to reach the 
desired goals and achieve results. 7% of 
the growers and 9% of the vintners include 
environmental attributes in purchasing 
decisions, evaluate suppliers with compre-
hensive criteria that includes environmen-
tally preferred products, have a written 
purchasing policy that includes specific 
environmental standards, have defined 
goals for purchasing environmentally pre-
ferred products that are reviewed annually, 
and know, track and record the amount 
of products containing recycled or post-

consumer content or that is environmen-
tally certified. 3% of the growers and 1% 
of the vintners also visit and evaluate their 
suppliers, and have the purchasing policy 
endorsed by senior management. 38% of 
growers and 36% of vintners have defined 
supplier criteria but don’t include environ-
mental aspects in the criteria, include envi-
ronmental considerations in some purchas-
ing decisions, and are undertaking research 
into alternative materials that can be used. 
43% of growers and 54% of vintners base 
their purchases on lowest price and do not 
include environmental considerations in 
purchasing decisions. 12% of growers and 
1% of vintners replied N/A, not applicable 
or information not available.
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13-2. SERviCE ConTRACTS  Many wineries 
use service contracts to find providers that 
can deliver needed services in a high qual-
ity manner. This quality has been expanded 
to include environmental factors as well as 
dependability. 8% of vintners only con-
sider service providers that demonstrate 
environmental awareness, evaluate provid-
ers on their environmental practices and 
services,; mandate specific environmental 
standards,; and have contracts that specify 
environmental standards to be met. 1% 

of the vintners also consider a provider’s 
proven track record for environmental 
friendly services and have a company-wide 
EPP program. 39% of vintners ask providers 
about their environmental attributes but 
their orders do not specify any as require-
ments. 40% base their purchases on lowest 
price and do not include environmental 
considerations in purchasing decisions. 
13% of vintners replied N/A, not applicable 
or information not available.
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13-3. PAPER  Closing the loop on paper is 
one of the easiest steps a winery can take to 
become more sustainable. 14% of vintners 
only consider paper vendors that demon-
strate environmental awareness, evaluate 
paper vendors on their environmental 
practices and services, mandate specific 
environmental standards, and have orders 
for paper that specify environmental stan-
dards to be met. 3% of vintners also con-
sider a paper vendor’s proven track record 

for environmental friendly services and 
have a company-wide EPP program. 37% 
of vintners ask paper vendors about their 
environmental attributes but their orders 
do not specify any as requirements. 45% 
base their purchases on lowest price and do 
not include environmental considerations 
in purchasing decisions. 4% of vintners 
replied N/A, not applicable or information 
not available. 

 vintners

13-4. PACKAging fRom SuPPliERS  Packag-
ing from suppliers is one form of excess 
material that usually winds up in the local 
landfill. Some wineries are addressing this 
issue by working directly with main sup-
pliers, or reusing the material for their 
own packing needs. 7% of vintners use the 
amount of packaging from suppliers as a 
major consideration in purchasing deci-
sions, only work with suppliers that dem-
onstrate that their packaging material is 
environmentally friendly, mandate specific 

environmental requirements to suppliers, 
and know the amount of supplier packag-
ing going into the waste stream. 30% of 
vintners ask suppliers about their packag-
ing, include some environmental require-
ments, and are investigating the amount of 
supplier’s packaging going to waste stream. 
61% do not consider packaging used by 
suppliers as having any environmental 
impact. 2% of vintners replied N/A, not ap-
plicable or information not available. 

13-5. PACKAging To CuSTomERS  The other 
side of the packaging cycle is the amount of 
packaging used at the winery to ship wine. 
9% of the vintners only consider packaging 
material vendors that demonstrate envi-
ronmental awareness, evaluate packaging 
material vendors on their environmental 
practices and services, mandate specific 
environmental standards, and have packag-
ing material orders that specify environ-
mental standards to be met. 4% of vintners 
also consider a packaging material vendor’s 

proven track record for environmental 
friendly services and have a company-
wide EPP program. 47% of vintners ask 
packaging material vendors about their 
environmental attributes but their orders 
do not specify any as requirements. 30% 
base their purchases on lowest price and do 
not include environmental considerations 
in purchasing decisions. 10% of vintners 
replied N/A, not applicable or information 
not available.

13-8. boxES  It seems that almost every-
thing comes in boxes. While cardboard is 
fairly easy to recycle, wineries can reduce 
the amount of time and energy they expend 
on recycling cardboard by working to 
reduce the amount coming to the winery 
in the first place. 13% of the vintners only 
consider box vendors that demonstrate en-
vironmental awareness, evaluate box ven-
dors on their environmental practices and 
services, mandate specific environmental 
standards, and have box orders that specify 

environmental standards to be met. 5% of 
the vintners also consider a box vendor’s 
proven track record for environmental 
friendly services and have a company-wide 
EPP program. 46% of vintners ask box 
vendors about their environmental attri-
butes, but their orders do not specify any 
as requirements. 27% base their purchases 
on lowest price and do not include envi-
ronmental considerations in purchasing 
decisions. 14% of vintners replied N/A, not 
applicable or information not available.

13-7. PlAnT EquiPmEnT  A good time for 
vintners to make environmentally con-
scious changes is when their plant equip-
ment needs to be replaced or changed out. 
21% of the vintners only consider plant 
equipment vendors that demonstrate 
environmental awareness, evaluate plant 
equipment vendors on their environmental 
practices and services, mandate specific 
environmental standards, and have plant 
equipment orders that specify environmen-
tal standards to be met. 2% of the vintners 

also consider a plant equipment vendor’s 
proven track record for environmentally 
friendly services and have a company-wide 
EPP program. 49% of vintners ask plant 
equipment vendors about their environ-
mental attributes, but their orders do not 
specify any as requirements. 28% base 
their purchases on lowest price and do 
not include environmental considerations 
in purchasing decisions. 2% of vintners 
replied N/A, not applicable or information 
not available. 

2%

61%

30%

6%
1%

10%

30%

47%

9%
4%

4%

45%

37%

11%

3%

2%

28%

49%

19%
2%

14%

27%

46%

8%
5%

2%

30%

50%

14%
4%

13-6. ClEAning SuPPliES  Taking care of 
the people at the winery and the environ-
ment around the facility is dependent in 
part on the materials and supplies that 
are brought into the facility. Some of the 
hazardous materials on site are in clean-
ing supplies.  18% of vintners only consider 
cleaning supply vendors that demonstrate 
environmental awareness, evaluate provid-
ers on their environmental practices and 
services, mandate specific environmental 
standards, and have contracts that specify 

environmental standards to be met.  4% go 
the extra step to ensure that all cleaning 
supplies fit within their EPP program.  68% 
of vintners ask cleaning supply vendors 
about their environmental attributes, but 
their orders do not specify any as require-
ments.  30% base their purchases on lowest 
price and do not include environmental 
considerations in purchasing decisions.  2% 
of vintners replied N/A, not applicable or 
information not available.

vintners 
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13-11. CoRKS  Developing relationships 
with cork vendors helps educate everyone 
working in the wineries about the environ-
mental considerations of producing natural 
cork. 16% of the vintners only consider 
cork vendors that demonstrate environ-
mental awareness, evaluate cork vendors 
on their environmental practices and ser-
vices, mandate specific environmental stan-
dards, and have cork orders that specify 
environmental standards to be met. 4% of 

the vintners also consider a cork vendor’s 
proven track record for environmentally 
friendly services and have a company-wide 
EPP program. 39% of vintners ask cork 
vendors about their environmental attri-
butes, but their orders do not specify any 
as requirements. 28% base their purchases 
on lowest price and do not include envi-
ronmental considerations in purchasing 
decisions. 17% of vintners replied N/A, not 
applicable or information not available. 

13-9. glASS  Closing the loop on glass is 
fairly easy for wineries to do. The recycling 
of glass is very well established, but making 
sure that glass vendors are implementing 
specific environmental qualities into their 
operations requires establishing a dialogue 
with vendors. 13% of the vintners only 
consider glass vendors that demonstrate 
environmental awareness, evaluate glass 
vendors on their environmental practices 
and services, mandate specific environ-
mental standards, and have glass orders 

that specify environmental standards to be 
met. 4% of the vintners also consider a glass 
vendor’s proven track record for environ-
mental friendly services and have a compa-
ny-wide EPP program. 40% of vintners ask 
glass vendors about their environmental 
attributes, but their orders do not specify 
any as requirements. 34% base their pur-
chases on lowest price and do not include 
environmental considerations in purchas-
ing decisions. 13% of vintners replied N/A, 
not applicable or information not available. 

 vintners

13-10. CAPSulES  There are several differ-
ent types of capsules on the market and 
checking the environmental considerations 
of each of them can help a winery select 
the best one for their purposes. 10% of the 
vintners only consider capsule vendors that 
demonstrate environmental awareness, 
evaluate capsule vendors on their environ-
mental practices and services, mandate 
specific environmental standards, and have 
capsule orders that specify environmental 
standards to be met. 3% of the vintners also 

consider a capsule vendor’s proven track 
record for environmental friendly services 
and have a company-wide EPP program. 
33% of vintners ask capsule vendors about 
their environmental attributes, but their 
orders do not specify any as requirements. 
40% base their purchases on lowest price 
and do not include environmental con-
siderations in purchasing decisions. 17% 
of vintners replied N/A, not applicable or 
information not available.  
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13-13. vEHiClE mAinTEnAnCE PRoduCTS  
Maintaining vehicles in good running 
condition can play a critical role in mini-
mizing the environmental impacts from 
exhaust and oil leaks. Using products 
with recycled content and finding service 
providers that incorporate environmental 
considerations into their vehicle mainte-
nance business are also important consid-
erations. 11% of growers and 9% of vintners 
have requirements and orders for vehicle 
maintenance and supplies that mandate 
specific environmental attributes, and 
only use vendors they have evaluated for 

environmental awareness. 3% of growers 
and 1% of vintners have a company-wide 
EPP program and only do business with 
vendors that have a proven track record for 
environmental awareness. 35% of grow-
ers and 34% of vintners ask vendors about 
their environmental attributes, but their 
orders do not specify any as requirements. 
39% of growers and 44% of vintners base 
their purchases on lowest price and do not 
include environmental considerations in 
purchasing decisions. 15% of growers and 
13% of vintners replied N/A, not applicable 
or information not available. 
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13-14. vEHiClES  Vehicle selection can be 
a form of environmental protection. New 
vehicles have greatly reduced emissions 
and can be more fuel efficient than older 
models. 16% of growers and 13% of vint-
ners have requirements for vehicles that 
mandate specific environmental attributes, 
and only use vendors they have evalu-
ated for environmental awareness. 5% of 
growers and 2% of vintners also have a 
company-wide EPP program and only use 

vendors that demonstrate environmental 
awareness. 39% of growers and 43% of vint-
ners ask vendors about their environmental 
attributes, but their orders do not specify 
any as requirements. 33% of growers and 
29% of vintners base their purchases on 
lowest price and do not include environ-
mental considerations in purchasing deci-
sions. 12% of growers and 15% of vintners 
replied N/A, not applicable or information 
not available. 

13-12. offiCE EquiPmEnT  As environ-
mental considerations are integrated into 
purchasing decisions vintners and growers 
can often find environmental information 
right on the product label. For example, 
most office equipment has the Energy Star 
symbol designating that it saves energy. 9% 
of both growers and vintners only consider 
office equipment vendors that demonstrate 
environmental awareness, evaluate office 
equipment vendors on their environmental 
practices and services, mandate specific 
environmental standards, and have office 
equipment orders that specify environmen-
tal standards to be met. 3% of the growers 

and 2% of the vintners also consider an 
office equipment vendor’s proven track re-
cord for environmentally friendly services 
and have a company-wide EPP. 33% of the 
growers and 41% of the vintners ask office 
equipment vendors their environmental 
attributes, but their orders do not specify 
any as requirements. 32% of the growers 
and 46% of the vintners base their pur-
chases on lowest price and do not include 
environmental considerations in purchas-
ing decisions. 26% of the growers and 4% 
of the vintners replied N/A, not applicable 
or information not available. Many small 
operations may not have office equipment.
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13-15. vinEyARd SuPPliES  By focusing 
purchasing power on environmentally 
sound supplies, businesses can encourage 
suppliers to offer materials and products 
with post-consumer recycled content. A 
demand for these types of products will 
help drive the suppliers and producers to 
offer more of these kinds of materials and 
products. This is what is meant by “clos-
ing the loop” on recycled materials. 23% 
of growers have requirements and orders 
for vineyard supplies that mandate specific 

environmental attributes, and only use ven-
dors they have evaluated for environmental 
awareness. 5% have a company-wide EPP 
program and only use vendors that dem-
onstrate environmental awareness. 44% 
of growers ask vendors about their envi-
ronmental attributes, but their orders do 
not specify any as requirements. 28% base 
their purchases on lowest price and do not 
include environmental considerations in 
purchasing decisions. 5% replied N/A, not 
applicable or information not available.

 growers 
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fETzER vinEyARdS, 
located in Mendocino 
County, is a leader in 
sustainability and has 
been committed to imple-
menting environmentally 
conscious and socially 

responsible business practices since the mid-1980’s. 
Fetzer developed an innovative and comprehensive 
approach to implementing environmentally preferred 
purchasing. Their purchasing department gives a ques-
tionnaire to vendors inquiring about their sustainability 
practices and performance. Fetzer makes a strong effort 
to purchase products and packaging materials that are 
recycled and recyclable, as long as they meet their qual-
ity and cost needs. They also return some packaging 
materials such as boxes for labels, capsules, and other 
supplies, as well as rubber bands to vendors so they can 
be reused. Purchasing items that have recycled content 
is important to drive successful recycling, and Fetzer 
purchases everything from biofuels, copier paper, file 
folders, packaging materials including boxes, shippers, 
and box partitions, glass (35% post-consumer recycled), 
re-refined oil, re-treaded tires, coolant, insulation, pa-
per towels, to office supplies with recycled content.

 

In 2008, the Fetzer Valley Oaks brand began to bottle 
wine in lighter-weight bottles, with approximately 23 
million bottles of wine per year now being bottled in 
lighter weight glass at the winery. The total weight of 
glass was reduced by 2,173 tons (17%), compared to the 
previous bottles. This has positive outcomes both in 
terms of reducing costs, and reducing energy for trans-
port and production of bottles, and resulted in the total 
estimated reduction of 2,985 tons of carbon equivalents 
in the supply chain. This innovation also has a positive 
social benefit for people who carry wine cases, since 
they have less stress on their backs when lifting the 
lighter wine cases.

Over the years, Fetzer Vineyards has continually 
improved practices for managing energy, natural re-
sources, waste and materials, and the sustainability of 
general business operations. They have achieved signifi-
cant accomplishments in energy, water, and soil con-
servation, renewable energy, biodiversity conservation, 
green building, waste management (through reducing, 
reusing, and recycling materials), watershed protection 
and restoration, human resource practices, community 
relations, in addition to their packaging innovations 
and responsible purchasing.

best practices
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2004 Sector Data Change Since 2004

comparative results & next steps

THE following shows average scores from the 2004 
Sustainability Report and the change in those scores 
since 2004. Growers improved in 3 out of 5 criteria 
with a maximum increase of 6% in criterion 13-12  
Office Equipment. Vintners improved in 7 out of 14  
criteria with a maximum increase of 10% in criterion 
13-4 Packing from Suppliers. Despite this modest 
improvement in performance, growers and vintners 
should continue to assess their operations and imple-

ment site-specific plans to continuously improve  
the sustainability of practices for environmentally  
preferred purchasing.

To drive additional improvements in environmentally 
preferred purchasing, CSWA needs partners. If you are 
interested in helping to improve purchasing practices 
and making alternatives available and affordable, please 
email info@sustainablewinegrowing.org.

 

photo courtesy of fetzer vineyards
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“As a second generation grower in both Carneros and the  

Mayacamas Mountains, it is clear to me that we must farm for the  

future. At heart, most vintners see themselves as stewards of their 

land, a craft and a way of life. The Code of Sustainable Winegrowing 

Practices gives structure and form to our efforts, educates us as growers 

and communicates to our neighbors and customers that sustainability 

is not a slogan but core to our work as farmers and winemakers.” 

 – Peter Molnar  partner and manager of Poseidon’s Vineyard  
    and Obsidian Ridge Vineyard and Board Chair of the Lake County  
    Winegrape Commission


