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This paper will look at evidence that what companies are doing, in terms of sustainable product design, may be more environmentally progressive than what they are saying. In other words, companies may be demonstrating environmental capabilities in product design and sourcing , yet continuing to talk as if environmental interests were at odds with business interests. The result of this dilemma is that sustainable features of a product are not only not advertised, but, in some cases, are actively downplayed or kept secret. 

This paper reports on case studies of two companies that have responded to pressure to address environmental problems created by one of their products. Both firms have successfully redesigned the criticized products, and corrected their respective product's environmental problems.  In both cases the new more positive and sustainable environmental features of the product remain secret. In one case, the firm wants the new feature of its product to remain "secret." In the other case, the environmental features of the product remain unrecognized by consumers in spite of efforts on the part of the firm to get the word out.  

What causes this seemingly inconsistent practice? In one case, Kodak's "disposable" camera, the product has come to symbolize today's throwaway culture, wherein consumers use something once and throw it away.  In fact, Kodak recycles single use cameras seven to nine times. In reality, the disposable camera is also a recycled camera, a fact that is not highlighted in Kodak's advertising campaign. 

Why does Kodak, and others, not advertise the environmental features of their products? This will be the subject explored in this paper.  Are there legal issues, reputation issues, or traditional frameworks of thought behind this discrepancy between what companies do and how they communicate what they do? 

Findings suggest that three contextual features serve to shape how these companies understand and present their environmentally friendly products: skeletons in the closet, strategic identity, and the capacity to envision a double bottom line. Implications for managers pondering a decision to publicize (or not) a product's green aspects are that a longer time horizon may be useful. Establishing a track record of transparency for environmental impacts, good or bad, creates a background of public trust. Hoarding skeletons of environmental bad news in the closet, on the other hand, may create a regrettable situation where disclosure of good news becomes, understandably, viewed as a threat. 

