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A Fishbone Diagram is a tool using
to explore root causes for an undesirable effect.
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PLASTIC?

18 hillion pounds of
plastic ends up in
the ocean each year.
And that's just the

tip of the iceberg.
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Unilever, Patagonia, Starbucks — Think Earth
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yow'll be smitten with our

good clean
greens

&

organicgirl good clean greens are created with
premium quality, unmatched taste, and a whole
lot of love. we started with a handful of traditional
s ) : greens and have grown to embrace the exciting
wwpy ¢ 71 3 flavors and textures of all things green.
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preminm %}ta“‘\'\[ uwnmatched taste washed? 1007 recycled
@Y%V\ we carefully select our seedsand  our greens are washed three times our salad clamshells are made
hands down, we offer the freshest  create unique blends to ensure the  before they are packaged - so you from 100% recycled plastic and
organic greens you can buy! best quality and taste! don't have to! are 100% recyclable as well!
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good clean greens

J good clean greens
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product story

tender kale? no joke here! we've selected flavorful, tender baby
ksle that has big daddy kale's famous superfood nutrition mixed
in with other baby greens to make it taste fantastic!

Yasting notes

we’ve mixed our tender baby kale with baby spinach and other
tasty greens that you already love. S0 now you can enjoy the epic
nutrition of kale...in a flavorful powerhouse baby salad blend!

available Sizes

«50z. 142

o,

ke product product
ingredients nutrition

baloy kale baloy spinach Tango usda organic oxcellent Source of oxcellent Source of
vitamin k vitamin a




a healthy Twist on a classic
caesar salad

baby kale caesar salad

Lheart baby kale
related recipes

a Tangy baley kale salad

kale citrus salad

-
.“.l---.. awtt

a healthy morning boostt

antioxidant boost baby kale smoothie
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“Your brand is what

other people say
about you when
you're not in the room.

Jeff Bezos, founder of Amazon.com
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< eBeauty is an opportunity

o First impression matter:
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