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RETAILERS 
Possible comments / queries and suggested responses 

 

1. “Who is Naturewatch Foundation?” 
 
Naturewatch Foundation is a registered animal welfare charity based in the UK. The organisation has 
produced a Compassionate Shopping Guide since the early 1990s. The guide focuses on cosmetics, personal 
care and household cleaning products.  
 
Other Naturewatch Foundation campaigns include badger baiting, puppy farming in the UK, animal 
experiments, stray dog welfare in Ukraine and World Animal Day. Find out more at www.naturewatch.org. 
 

 

2. “Ecover and Method are still endorsed by the Leaping Bunny programme.” 
Or… 
  “The label on the bottle says that they’re cruelty-free.” 
 
Cruelty Free International operates the Leaping Bunny programme, so we are unable to comment on their 
endorsement process. 
 
Ecover and Method (collectively known as People Against Dirty) have had their endorsement revoked in 
Naturewatch Foundation’s Compassionate Shopping Guide now that they are owned by SC Johnson – a 
company that openly admits to testing on animals. 
 
Naturewatch Foundation also takes into account the animal testing policy of the parent company and any 
subsidiaries. Profits made by Ecover and Method will now indirectly fund animal tests carried out by, or on 
behalf of, SC Johnson, which is why they are no longer endorsed in the Compassionate Shopping Guide. 
 
Naturewatch Foundation knows that cruelty-free shoppers would be horrified to think that their ethical 
purchases could be funding animal testing. Following the first phase of their People Against Animal Tests 
campaign in April 2018, when the charity urged supporters to contact Ecover and Method, thousands of 
people responded by emailing People Against Dirty. There was also a very strong response on social media. 
 

 

3. “Are Ecover and Method testing on animals now?” 
 
To clarify, Ecover and Method don't test on animals and were previously endorsed in Naturewatch 
Foundation’s Compassionate Shopping Guide. However, they have been purchased by SC Johnson, a company 
that openly admits to testing on animals. Profits made by Ecover and Method will now indirectly fund animal 
tests carried out by, or on behalf of, SC Johnson.  

http://www.naturewatch.org/
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4. “I prefer to buy Ecover and Method as they do refills.” 
 
Ecover and Method aren’t the only brands to have a refill option. 
 
The response will vary depending on the retailer’s other products. Please refer to the Alternatives to Ecover 
and Method list. If retailers contact their customers’ favourite brands, asking them to consider implementing 
in-store refill stations, the choice of refillable alternatives might increase in the future. 
 

 

5. "If more customers were to buy Ecover and Method products rather than mainstream 
alternatives, this would be a win for animals and for the environment." 

Or… 
“It shows that there’s a demand for vegan and cruelty-free products. We should 
support Ecover and Method.” 

Or… 
“I don’t agree with penalising an ethical brand just because they’ve been bought out by 
a larger company. If the smaller company stays true to its ethics, does it matter?” 

 
Continuing to purchase Ecover and Method isn’t a “win” for animals, as their parent company benefits from 
animal testing. Profits made by Ecover and Method will now indirectly fund animal tests carried out by, or on 
behalf of, SC Johnson. 
 
There are plenty of genuinely cruelty-free and vegan alternatives to Ecover and Method that don’t have links 
to animal testing, not just “mainstream alternatives”.  
 

 

6. “Multinationals are seeing organic and natural as a growth area in which they should 
be investing.” 

Or… 
  “SC Johnson are changing their own path by acquiring ethical businesses.” 
 
Multinationals are aware that consumer demand for natural and organic products is increasing. Many of them 
are now investing in environmentally-friendly and cruelty-free brands in an attempt to ‘green’ their portfolios. 
If they didn’t, they’d be losing out on a lucrative opportunity. 
 
Adding one or two previously ethical brands to help increase company profits does not excuse the fact that 
they continue to contribute to animal suffering.  
 
Naturewatch Foundation has asked Ecover and Method to influence SC Johnson from within. They were told: 
“It’s early days in our new relationship and we are just getting to know each other so it’s difficult to predict the 
future in any detail.” 
 
It’s a non-committal response, so it’s vital that a stronger message is sent to People Against Dirty via the UK’s 
ethical retailers. 
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7. “Animal testing is necessary for medical purposes.” 
 
This particular campaign is about household cleaning products, of which there are many in the marketplace 
that have been manufactured by companies that do not profit from animal testing. 
 
Further details regarding the testing of household products and their ingredients in the UK can found on the 
Naturewatch Foundation website... 
https://naturewatch.org/campaign/animal-experiments/household-products 
 
Details of their campaign again animal experiments in general is also on the website… 
https://naturewatch.org/campaign/animal-experiments 
 

 

8. “This reminds me of when the Body Shop sold out to L’Oréal.” 
 
Like Ecover and Method, the Body Shop was previously endorsed in Naturewatch Foundation’s Compassionate 
Shopping Guide. Following their purchase by L’Oréal in 2006, their endorsement was revoked.  
 
As the Body Shop discovered, shoppers who desert a brand due to loss of trust might not return until the issue 
has been resolved. It took a subsequent acquisition by Natura in 2017 for the Body Shop to regain their 
cruelty-free credibility and, hopefully, their customers.  
 
Naturewatch Foundation was delighted to be able to welcome the Body Shop back to the Compassionate 
Shopping Guide in 2018, along with related new endorsements Natura and Aesop. 
 

 

9. “On their website, SC Johnson say that they have to test their products on animals due 
to the regulations of various countries.” 

 
Unfortunately, SC Johnson seems to be committed to using animal tests during the development of its 
products. On their website, they state that “New product innovations – which can for example offer reduced 
environmental impact – may require testing because of using new chemicals or using them in new ways.” 
 
To be endorsed in the Compassionate Shopping Guide, companies must a have Fixed Cut-Off Date animal 
testing policy in place. The FCOD is recognised as the benchmark for cruelty-free cosmetics/toiletries and 
household cleaning products. 
 
Virtually all ingredients have been animal-tested in the past and testing of new ingredients for these products 
is an ongoing activity in many countries. Companies that employ the FCOD policy will not use any ingredient 
tested on animals after their FCOD, and insist that their suppliers comply with this. To retain a genuinely 
cruelty-free status, these companies refuse to sell in countries where animal testing is required by law. 
 
Many cleaning product brands are able to adopt a FCOD and still produce effective, genuinely cruelty-free 
products. However, SC Johnson continues to test on animals in order to produce the next ‘miracle’ ingredient. 
 
Naturewatch Foundation has asked Ecover and Method to influence SC Johnson from within – see comment 4. 

https://naturewatch.org/campaign/animal-experiments/household-products
https://naturewatch.org/campaign/animal-experiments
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10.  Ecover and Method told me: “We can assure you that nothing has changed – not our 
policies, our ingredients or our formulas.” 

Or… 
Ecover and Method told me: “We remain FIRMLY committed to no animal testing. We 
will not be changing our policy.” 

 
The only difference is that Ecover and Method purchases will now fund animal testing carried out by, or on 
behalf of, SC Johnson. 
 

 

11.  Ecover and Method told me: “Our products will continue to be made in our ecological 
factories and we will always source our ingredients responsibly.” 

Or… 
Ecover and Method told me: “We remain committed to our founding principles. We 
will continue to use naturally derived ingredients in our powerful formulas and 
recycled materials in our packaging. We will continue to fight for the causes we 
believe in. Building on from the launch of our ground-breaking Ocean Plastic bottle, 
this month we are launching our new Ecover 100% recycled and 100% recyclable 
washing up liquid bottle, and have committed to all our bottles being made from 
100% recycled plastic by 2020.” 

 
Ecover and Method have responded to queries by highlighting their other goals and achievements, which are 
not related to the issue. Attempting to distract the public with irrelevant claims has not convinced savvy 
compassionate shoppers. 
 
They’re still waiting for Ecover and Method to deny one vital point – that their profits will now fund animal 
testing. 
 

 

12.  Ecover and Method told me: “We see this as more of a really great marriage than just 
another business deal.” 

Or… 
Ecover and Method told me: “We believe that our partnership with SC Johnson will 
enable us to get more people and plant friendly soap into many more homes.” 

 
Well-informed consumers aren’t fooled… it is just another business deal. Ecover and Method have sold out to 
SC Johnson in order to increase their customer base and their profits. 
 
Consumers are adamant that they don’t want their ethical purchases to line the pockets of a company 
involved in animal testing. Ecover and Method don’t seem to have realised that, in their efforts to gain new 
customers, they will lose a huge number of their previously loyal fans. 

(Continued…) 
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Former devotees have spoken out on Ecover and Method’s social media pages. However, it isn’t only the vocal 
customers that People Against Dirty risk losing. 
 
Research shows that for every one disappointed customer who speaks out, there are 26 more who feel the 
same way but don’t say anything – they simply quietly take their business elsewhere.1  So we’re talking 
thousands of once loyal customers. On top of that, unhappy customers, on average, tell 16 friends.2 
 
That’s a lot of lost customers in an attempt to gain new customers! 
 
1 Lee Services International 
2 Groove HQ 

 

 

13.  Ecover and Method told me: “Our success depends on you, so thank you for your 
support so far. We hope you’ll continue to fight dirty with us in the future.” 

 
It’s true – Ecover and Method’s success does depend on their customers. Now, so does the success of SC 
Johnson. 
 
Don’t fight dirty – fight animal testing! 
 

 

14.  “I’d like to contact Ecover and Method to express my disappointment.” 
 
Naturewatch Foundation is currently running a lobbying campaign. It only takes two minutes to send a pre-
populated email, which customers will find at the following link –  
 
http://naturewatch.good.do/householdproducts/Ecover/ 
 

 
Note to retailers – please feel free to ‘mix and match’ the above responses to adapt them to specific queries. If 
you receive any other comments from your customers that you would like our feedback on, please send an 
email to info@naturewatch.org – thanks again for supporting our campaign! 
 

http://naturewatch.good.do/householdproducts/Ecover/
mailto:info@naturewatch.org

