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Pursuant to EPA-HQ-Oppt-2010-0768; FRL-8847-1 posted in the Federal Register, 
Environmental Protection Agency (“EPA”) seeks comments regarding major 
policy issues, research challenges, opportunities, and trends impacting the 
development, manufacture, designation and use of sustainable products and 
EPA's overall role in addressing these challenges and opportunities.  
 
In this submission, The Green Products Roundtable (“GPR”) offers its 
perspectives on the current situation, the Roundtable’s work, and on the 
important roles EPA can perform to advance progress. 
 
I.     The Current Green Market “Space” 
 
The last decade has witnessed an explosion of environmental marketing claims. 
The current marketplace for green products is creative, noisy, competitive and 
confusing. While there is considerable dialogue and debate taking place, many 
experts characterize the challenges in this “space” as follows: 
 

1. Definitional Challenges There is no single unitary definition of “green” 
that can be applied to all products and services in the marketplace. Green 
means different things to different actors working in different product 
industries. A single satisfactory definition, rubric, or model that can be 
used by all actors may or may not be possible.   

 
2. The Science Lags The physical and social science of “green” is complex, 

improving rapidly, but still emergent. Because it cuts across and through 
so many product categories, considerable intellectual work is currently 
being done but much more lies ahead.  At the moment, there is 
insufficient publically available data about the environmental and human 
health impacts of many green products. 

 

                                                
1 Peter Adler, PhD is President and CEO of The Keystone Center (www.keystone.orgt) which 
serves as convener, secretariat and facilitator of the Green Products Roundtable. He can be 
contacted at padler@keystone.org or 970-513-5841. 
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3. The Green Factor for Customers and Businesses “Green” is increasingly 
a factor for companies seeking to acquire, maintain or increase their 
competitive edge and probably a growing factor in consumer choice and 
demands imposed by business-to-business buyers, both in the private 
sector as well as by federal, state and local institutions. 

 
4. Not Yet Fully Evolved Standards Attempts at creating robust and 

trustworthy standards are underway and some are in place for some 
products. Overall, the development of standards is incomplete. Many 
more are still needed to cover major product categories. However, even in 
advance of more uniform standards and/or the emergence of meta-
standards, manufacturers are reformulating products to reduce negative 
outputs and simultaneously seeking to communicate their differentiation 
in the marketplace.  

 
5. Eco-Labels and Claims Green products are a burgeoning business for eco-

labelers and certifiers. Hundreds of labels now exist and more are in 
development, both in the U.S. and internationally. The sheer inflation of 
labels and claims is confusing to consumers and businesses alike and may 
ultimately undermine consumer confidence in the value of “green” claims. 
Many claims and labels are legitimate and well-substantiated. Others 
exhibit considerable exaggeration and there is some out-and-out deceit 
(”green-wash”). Some of this is unintended and done out of a lack of 
knowledge. Attendant to this is a lack of transparency, clarity and 
available substantiation as to the underlying basis for claims and labels 
along with a lax system defining and enforcing best practices in marketing 
environmental attributes/certifications. The new and strengthened FTC 
Guides offers greater hope, and perhaps grounds for better enforcement. 

 
6. Lack of a Central Repository of Action-Oriented Knowledge In the 

United States, other than much (though not all) of the building arena 
through U.S. Green Building Council, there is currently no central, 
knowledgeable, respected and authoritative body that can shape guidance 
on what constitutes a green product across all market sectors as well as 
the many other issues that are now extant.  

 
7. Few Effective Forums for Inter-Sectoral Collaboration and Conflict 

Management Conflict is inevitable in a period of rapid marketplace 
realignment and the “green” factor is a growing source of disagreement. 
The National Advertising Division of the Better Business Bureau provides 
a forum for inter-corporate advertising challenges but there is also a need 
for front-end forums that can identify, anticipate and potentially prevent 
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unnecessary frictions or the escalation of disputes over green policies, 
procedures, standards, claims, and labels.  

 
8.  Insufficient Education of Purchasers Due to marketplace noise and 

fragmentation, purchasers have few clear signals they can rely on to get 
rapid and effective education on green marketing claims.  This education 
needs to have a multi-generational approach, one that is modified to keep 
current with the environment of green marketing claims. 

 
9. No Single Reliable Source In keeping with the previous, there is no 

single “go-to” organization or information portal that can be relied on for 
information across the many different products now in commerce, or ones 
that are coming soon. This is not to say that there aren’t many credible 
sources of trusted information. Rather, it is a reflection of the diversity, 
complexity and fragmentation of product sectors and industries vying to 
display “green.” 

 
II.     The Green Products Roundtable 
 
To help address these challenges in the Green market space, The Keystone 
Center sponsored the creation of the Green Products Roundtable which functions 
as a collaborative, action-oriented, multi-stakeholder forum comprised of 35 
members representing different actors and experts in the emerging green 
products marketplace.  Participants include representatives of manufacturers, 
retailers, purchasers, distributers, eco-labelers, academicians, and non-profit 
organizations. A list of members is attached at Annex-1. The group is a voluntary 
effort funded by membership dues and foundation and government grants. EPA 
has participated in and helped fund the GPR since its inception. The Keystone 
Center serves as convener, secretariat, and facilitator. 
 
GPR’s mission is to provide collaborative leadership that improves the decision-
making capabilities of product manufacturers, institutional buyers and 
businesses, and consumers by bringing clarity to the green products 
marketplace. The initial scope of the GPR is primarily on the United States with 
the goal of keeping open international lines of communication.  The focal point is 
on environment and human health with consideration of social factors as 
appropriate.  The GPR’s current focus is on the business-to-business and 
business-to-government markets, retailers, and institutional purchasers, with the 
intent to expand the scope to consumers at a later date.   
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III.     GPR’s Current Accomplishments 
 
One work product has been fully accomplished and five others will be reported 
out by December, 2010. 
 

1. Guidance to the FTC on the Green Guides The GPR formally submitted a 
consensus-based letter of recommendation to the FTC in May 2010. 2 

 
2. Green Pledge GPR is preparing to launch a pledge that will enlist 

corporate and organizational signatories stating that they will support the 
manufacture and sales of “Environmentally Preferable Products” with 
citation to any of a number of specific reference documents. 

 
3. Glossary of Commonly Used Terms The GPR will shortly complete a 

lexicon of commonly used terms and agreed upon definitions in the green 
marketplace.  

 
4. Framework for Differentiating Green Products The GPR is finalizing a 

more unified framework for understanding product impacts. This 
“framework” maps the relationship between impacts on the environment 
and buying criteria, and by linking lifecycle and risk-based product 
impacts to product attributes.  It can be used by all industries as well as 
institutions to establish a uniform, science based approach to green 
product procurement. 

 
5. Organizational Credibility Map The GPR has identified different major 

types of actor-organizations currently populating the green  marketplace 
and has refined a table of ‘best management practices’ that can be used to 
determine and drive the credibility of organizations involved in making 
environmental marketing claims. 

 
6. An Authoritative Independent Entity A business plan leading to the 

creation of a respected, knowledgeable, independent, and authoritative 
body is in development. The aim is to help bring clarity, diffusion and 
scale to green commerce solutions, encourage interoperable “rules of the 
road,” and increase the long term uptake of credible green products into 
the marketplace.  We assume this body will be a public-private 
collaboration.  

 
 

                                                
2  The letter is available at:  http://www.keystone.org/spp/environment/sustainability. 
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IV.    The GPR’s 2011 Agenda    
 

1. The GPR will present its recommended life-cycle based framework for 
institutional buyers to source greener products based on the most critical 
environmental impacts. During 2011, GPR will complete its full draft of 
the framework, seek comments from a broad audience across multiple 
sectors, and develop plans to test the framework with institutional 
buyers.  

 
2. The GPR is committed to incubating the successful organization, start-up, 

and launch of the authoritative entity. Further work lies ahead to bring it 
to startup including determining its scope, function, reach, structure, 
governance and business strategy.  

 
3. The GPR is undertaking a campaign to enlist corporate signatories to the 

pledge it is drafting. Three companies have already signaled their 
willingness to sign it once it is formally in place. 

 
4. The GPR plans to undertake a new round of plenary and work group 

discussions focused on the prospective roles federal, state and local 
governments could play under different marketplace conditions. The aim 
is to produce a strong guidance to governments as well as a more specific 
response to Senator Feinstein’s 2008 draft legislation.   

 
5. The GPR seeks to join with others, including EPA, in organizing and 

cosponsoring a major cross-sector conference of green products actors 
from the private, public and civic sectors. The goal is to both take stock of 
the state of scientific and policy development and to sharpen the 
conversation on the roles federal, state and local government should play.    

 
6. The GPR will implement a communications strategy to external 

stakeholders to help ensure diffusion of its work products and to further 
reach out to various actors in the green commerce space. 

 
7. At the encouragement of a specific foundation, the GPR will attempt to 

organize and sponsor an international gathering of similar green space 
efforts in Japan, China, the European Union, Australia, Canada and others 
to begin shaping a roadmap aimed at international interoperability and 
harmonization of rules of the road. 
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V.     Prospective Roles for EPA 
 
In their personal capacities, a number of GPR members offered comments at the 
listening session convened by EPA on September 24, 2010. There was also 
discussion of EPA’s invitation to submit comments at the GPR’s plenary 
meetings in Pocantico, New York September 29 to October 1, 2010.  
 
GPR members congratulate and applaud EPA for seeking to better define its 
roles and functions in the emerging green economy. The current market situation 
has many entities, private and public, vying for influence if not outright control 
of the green commerce space, or stumbling around within it. Some are large and 
striving for broad macro-leadership. Others take narrower views which may lead 
to dozens of competing “micro-authorities.”  Either of these outcomes may lead 
to a suboptimal environment for the efficient and scientifically sound 
development of a greener U.S. and global economy.   
 
EPA can play a variety of leadership roles. We endorse the careful and 
supportive role EPA has already played in fostering collaborative, multi-
stakeholder efforts such as The Green Products Roundtable, The Sustainability 
Consortium, and the work of the Mars-Packard research initiative. All of these 
efforts are bringing multiple actors from multiple sectors and industries together 
to do the hard work associated with assembling information and databases, 
identifying sustainability “hotspots,'' setting product sustainability priorities, 
defining criteria for more sustainable products, and grappling with issues on the 
scientific and policy landscapes. 

The agency can do more. It can, for example, organize and fund research to 
determine answers to key toxicity related questions which arise in standards 
development efforts. It might help create agreed-upon methodologies and tools 
for doing chemical alternative assessments. It could examine key health 
considerations as they relate to vulnerable populations as well as populations at 
large. It might assist standard developers as they try to craft good environmental 
performance standards.  EPA could develop a set of base criteria for 
environmentally sensitive materials and could help shape which standards 
should strive to include the requirement for ingredient disclosure. 

We believe all or any of these efforts must be done with the highest quality cross-
sector engagement, communication and consultation. There is increasing 
urgency for carefully crafted and well coordinated public- private efforts.  
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VI.      What GPR Needs from EPA to Drive Progress 

GPR is a “think and do” enterprise, big and diverse enough to have a broad 
overview of the emerging green marketplace, and nimble enough to incubate 
specific work products that rapidly move to action.  As we complete and launch 
our current work products to national and international audiences and 
simultaneously take up additional directions, GPR would greatly benefit from 
the coherence, involvement, and funding that a partnership with EPA can bring.  

We urge EPA to further strengthen its partnership with GPR as follows: 

1. Participation EPA brings important views and ideas to the GPR table. At 
least five different staff members have participated in one or more 
meetings. EPA should continue to enable the excellent and productive 
intellectual participation of EPA staff in the GPR’s plenary and work 
group sessions. 

 
2. Other Federal Agencies Because of its participation, EPA is in a strong 

position to help connect the work of the GPR to the interests and 
mandates of other federal agencies.  EPA can help sharpen those broader 
connections and help bring other agencies to the table to benefit from and 
lend expertise to the GPR. 

 
3. Foster Linkages between Collaborative Efforts EPA is in a good position 

to coordinate and strengthen logical linkages of the GPR to The 
Sustainability Consortium, The Packard-Mars initiative, C2CGPII, and 
other relevant efforts. This will help catalyze logical synergies and reduce 
unnecessary redundancies.  

 
4. Operational Support The best projects in the green market space have tri-

lateral financial support: grants from foundations, industry and 
government. EPA can assist GPR in identifying possible sources of 
government funds that will help support 2011 GPR operations and the 
diffusion of the completed products described earlier in this submission.  

 
5. Independent Authority Most, if not all members of the GPR have some 

reluctance to see EPA itself become the single authoritative entity. 
However, EPA is viewed as an agency with great credibility. It needs to be 
“in the game.” GPR requests EPA’s participation in the formation of a 
new, knowledgeable, respected and independent body that can serve as a 
navigating compass and gyroscope. While detailed discussions on the 
formation of this body are just getting underway, we assume that in some 
way yet to be determined this body will be a public-private collaboration. 
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We would urge EPA to participate in the planning and business 
development of this new entity. 

 
6. Green Pledge The GPR has crafted a pledge through which responsible 

corporations and organization can make public their commitments to 
follow the recommended green marketing practices of both the Federal 
Trade Commission and/or counterparts in other parts of the world. When 
the pledge rolls out late in 2010, we ask that EPA help publicize it and 
encourage companies to sign it. 

 
7. Role of EPA While we understand EPA’s need and desire to define its 

own role in the green commerce space, we urge the agency not to do this 
prematurely and to utilize advice from GPR and other multi-stakeholder 
efforts. It is part of GPR’s 2011 plan to undertake discussions on the 
different roles and functions of government through different jurisdictions 
and at different levels and to offer some suggestions and guidance and to 
also formulate a response to Senator Feinstein who raised similar issues in 
her draft bill. 

 
8. Taking Stock Conference In keeping with the recommendation above, we 

would like to ask EPA and other federal agencies for sufficient funding to 
help convene and facilitate a major cross-sector “taking stock” conference 
of green products actors from the private, public and civic sectors early 
next year. GPR, along with The Sustainability Consortium, is prepared to 
help undertake an effort that would convene hundreds of thought leaders 
to help (a) disseminate insights; (b) shape future field-building activities 
with regard to both the science and policy of “green”; and (c) to deepen 
and broaden the topic of the different roles federal, state and local 
governments can play in the green economy.    

 
9. International Meeting We have an expressed interest from a trans-Pacific 

grant-making foundation to support a small international gathering of 
experts aimed at developing a framework and roadmap for 
interoperability and/or harmonization of green market rules of the road. 
We hope EPA would encourage and support this effort which is also an 
extension of the GPR. 

 
Thank you for considering these comments and please let us know if we can 
answer questions or provide you with additional information or comments. 
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Annex-1 
 

Green Products Roundtable – Member List 
 

(As of September 13, 2010) 
 

 
Suzanne Apple 
Vice President & Managing Director 
Business and Industry 
World Wildlife Fund 
1250 Twenty-Fourth Street, N.W. 
P.O. Box 97180 
Washington, DC 20090-7180 
Phone: 202-495-4455 
202-492-7115 
Email: Suzanne.Apple@wwfus.org        
 dawn.deskins@wwfus.org 
 
Steve Ashkin 
President 
The Ashkin Group 
3644 Tamarron Drive 
Bloomington, IN 47408 
Phone: 812-332-7950 
Email: steveashkin@ashkingroup.com 
 
Libby Bernick 
Senior Sustainability Consultant 
Five Winds International 
20 Paoli Pike 
Paoli, PA 19301 
Phone: 610-640-2302 
Email: l.bernick@fivewinds.com 
 
Henning Bloech 
Executive Director 
GreenGuard Environmental Institute 
2211 Newmarket Parkway, Suite 110 
Marietta, GA 30067 
Phone: 678-444-4040 
Email: hbloech@greenguard.org 
 
Karl Bruskotter 
Santa Monica Office of Sustainability and 
the Environment 
1685 Main St., Santa Monica, CA 90401 
Phone: 310-458-2255 
Email: Karl.bruskotter@smgov.net 
 

 
Thad Carlson 
Sr. Manager – Environmental Affairs 
Best Buy 
Corporate Campus B6-822 
7601 Penn Avenue South 
Richfield, MN 55423 
Phone: 612-291-9628 
Email: Thad.Carlson@bestbuy.com 
 
Scot Case 
Vice-President 
TerraChoice 
29 North Carolina Avenue 
Reading, PA 19608 
Phone: 610-779-3770 
Email: scase@terrachoice.com 
            MKelly@terrachoice.com 
 
Ned Daly 
North American Director 
Sea Choices Alliance 
8401 Colesville Road, Suite 500 
Silver Spring, MD 20910 
Phone: 301-495-9570 
Email: ndaly@seaweb.org 
 
Martin Debney 
The Dow Chemical Company 
2040 Dow Center 
Midland, MI 48674 
Phone: 989-638-3556 
Email: mfdebney@dow.com 
 
Roger Dower 
President 
The Johnson Foundation at Wingspread 
33 East Four Mile Road 
Racine, WI 53402 
Phone: 262-639-3211 
Email: rdower@johnsonfdn.org 

bsuprak@johnsonfdn.org 
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Whit Faulconer 
Director, LEED Technical Development 
US Green Building Council 
2101 L Street, NW, Suite 500 
Washington DC 20037 
Phone: 202-742-3240 
Email: wfaulconer@usgbc.org 
 
Nancy Geisler 
Vice President, Sustainability 
Unisource Worldwide, Inc 
6600 Governors Lake Parkway 
Norcross, GA 30071 
Phone: 770-209-6547 
Email: GeislN01@UnisourceLink.Com 
 
Stefanie Giese-Bogdan 
Technical Manager 
3M Environmental Laboratory 
Bldg. 0260-05-N-17 
St. Paul, MN 55144-1000 
Phone: 651-733-9886 
Email: stefaniegbogdan@mmm.com 
 
David Gould 
Member Support Manager 
ISEAL Alliance 
3034 NE 26th Ave 
Portland, Oregon 97212 
Phone: 503-235-7532 
Email: david@isealalliance.org 
 
Thomas Lyon 
Director 
Erb Institute, University of Michigan 
701 Tappan Street 
Ann Arbor, MI 48109 
Phone: 734-615-1639 
Email: tplyon@umich.edu 
 
Kelly McCarthy and Jeff Rodgers 
Global Impact Analyst and Associate 
in the Markets & Enterprise Program 
World Resources Institute 
10 G Street, NE, Suite 800 
Washington, DC 20002 
Phone: 202-729-7664 
202-729-7772 
Email: kmccarthy@wri.org 
            jrodgers@wri.org 
 

Dennis McGavis 
Product Stewardship and Regulatory 
Affairs Director 
Shaw Industries, Inc. 
Mail Drop 019-01 
P.O. Drawer 2128 
Dalton, GA 30722-2128 
Phone: 706-275-2391 
Email: Dennis.Mcgavis@shawinc.com 

 
Alternate: Rick Ramirez 
V.P., Corporate Sustainability & 
Environmental Affairs 
Shaw Industries, Inc. 
Phone: 706-275-2238 
E-mail: rick.ramirez@shawinc.com 

 
Brad Miller 
Director of Communications and 
Government Affairs 
Business and Institutional Furniture 
Manufacturer's Association 
678 Front Ave., NW, Suite 150 
Grand Rapids, MI 49504 
Phone: 616-285-3963 
Email: bmiller@bifma.org 

 
Alternate: Larry Dykhuis 
Herman Miller, Inc 
855 E. Main Avenue 
Zeeland, MI 49464 
Phone 616-654-3742 
Email: larry_dykhuis@hermanmiller.com 

 
Chris Nelson 
Director, Global Commercial Development 
UL Environment Inc. 
12 Laboratory Drive 
Research Triangle Park, NC 27709 
Phone: 919-549-0902 
Email: 
christopher.r.nelson@ulenvironment.com 
 
Anastasia O’Rourke 
Co-Founder 
Big Room, Inc 
332-237 Keefer Street 
Vancouver, BC 
Canada V6A 1X6 
Phone: 203-215-1575 
Email: anastasia@bigroom.ca 
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Cassie Phillips 
Vice President, Sustainable Forests and 
Products 
Weyerhaeuser 
PO Box 9777, Mailstop CH 2D23 
Federal Way, WA 98063 
Phone: 253-924-4166 
Email: cassie.phillips@weyerhaeuser.com 
             sherry.smith@weyerhaeuser.com 
 
Wayne Rifer 
Manager 
Green Electronics Council 
1975 NW 113th 
Portland OR 97229 
Phone: 503-644-0294 
Email: WRifer@greenelectronicscouncil.org 
 
Jonathan Rifkin 
District of Columbia Office of Contracting 
and Procurement 
The National Association of State 
Procurement Officers 
One Judiciary Square 
441 4th St, NW, Suite 700S 
Washington, DC 20001 
Phone: 202-724-3676 
Email: jonathan.rifkin@dc.gov  
NASPO contact: jgallt@amrms.com 
 

Alternate: Greg Hopkins 
State of Oregon, State Procurement Office   
on behalf of NASPO 
Phone: 503-378-4654 
Email: gregory.p.hopkins@das.state.or.us 

 
Laura Rowell 
Director, Sustainable Packaging 
MeadWestvaco 
501 South 5th Street 
Richmond, VA 23219 
Phone: 804-444-7048 
Email: laura.rowell@mwv.com 
 
Yalmaz Siddiqui 
Director, Environmental Strategy 
Office Depot 
6600 North Military Trail 
Boca Raton, FL 33496 
Phone: 561-438-1718 
Email: Yalmaz.Siddiqui@officedepot.com 
 

Tim Smith 
Associate Professor, Corporate 
Environmental Management 
University of Minnesota 
2004 Folwell Avenue 
St. Paul, MN 55108 
Phone: 612-624-6755 
Email: timsmith@umn.edu 

 
Alternate: Jenny Edwards 
NorthStar Research Fellow 
University of Minnesota 
Phone: 612-626-3637 
Email: edwar369@umn.edu 

 
Jake Swenson 
Sustainability Manager 
Staples, Inc. 
500 Staples Drive 
Framingham, MA 01776 
Phone: 508-253-9807 
Email: Jake.Swenson@staples.com 
 
Sabrina Vigilante 
Director, Markets - Americas & Asia Pacific, 
Sustainable Value Chains 
Rainforest Alliance 
665 Broadway, Suite 500 
New York, NY 10012 
Phone: 212-677-1900 
917-403-1940 
Email: svigilante@ra.org 
 
Christopher Vuturo 
External Relations Manager 
Procter and Gamble Professional 
2 P&G Plaza 
Cincinnati, OH 45202 
Phone: 513-983-3713 
Email: vuturo.cm@pg.com 
 
Arthur Weissman 
President and CEO 
Green Seal, Inc 
1001 Connecticut Avenue, NW 
Suite 827 
Washington, DC 20036-5525 
Phone: 202-872-6400 
Email: aweissman@greenseal.org 
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Government Liaison 
 
Garth Hickle 
Product Stewardship Team Leader 
Minnesota Pollution Control Agency 
520 Lafayette Road 
St. Paul, MN 55155 
Phone: 651-215-0224 
Email: Garth.Hickle@state.mn.us 
 
Clare Lindsay 
U.S. Environmental Protection Agency  
Office of Resource Conservation and 
Recovery 
2733 Crystal Drive, 5th Floor 
Arlington, VA 22202 
Phone: 703-308-7266 
Email: lindsay.clare@epamail.epa.gov 
 

Alternate: Stephan Sylvan 
U.S. Environmental Protection Agency  
EPA Partnership Programs Coordinator 
National Center for Environmental 
Innovation 
Phone: 202-566-2232 
Email: Sylvan.stephan@EPA.gov 

 
Emile Monette 
Director 
Program Analysis Division 
Office of Acquisition Management 
Federal Acquisition Service 
General Services Administration 
Phone: 703-605-5470 
Email: emile.monette@gsa.gov 
 

Alternate: Brennan Conaway 
Contracting Officer 
General Services Administration 
Phone: 703-605-2613 
Email: brennan.conaway@gsa.gov 

 
Funder 
 
Daniel Katz 
Director, Environment Program 
Overbrook Foundation 
122 East 42nd Street, Suite 2500 
New York, NY 10168 
Phone: 212-661-8710 
Email: dkatz@justchange.org 

sharvey@overbrook.org 

 
Ruth Norris 
Consultant 
Resources Legacy Fund 
185 Tyler Avenue 
San Jose, CA 95117 
Phone: 408-243-1729 
Email: norris.ruth@gmail.com 
 
The Keystone Center Staff 
 
Peter Adler 
President and CEO 
1628 Sts. John Road 
Keystone, CO 80435 
Phone: 970-513-5841 
Email: padler@keystone.org 
 
Judy O’Brien 
Senior Facilitator 
1730 Rhode Island Ave, NW 
Suite 509 
Washington, DC 20036 
Phone: 202-452-1592 
Email: jobrien@keystone.org 
 
Deborah Brody Hamilton 
Director of Marketing and Development 
1730 Rhode Island Ave, NW 
Suite 509 
Washington, DC 20036 
Phone: 202-452-0532 
Email: dbhamilton@keystone.org 
 
Suzan Klein 
Associate Facilitator 
1730 Rhode Island Ave, NW 
Suite 509 
Washington, DC 20036 
Phone: 202-452-1591 
Email: sklein@keystone.org 
 
Eileen Miller 
Program Coordinator 
1730 Rhode Island Ave, NW 
Suite 509 
Washington, DC 20036 
Phone: 202-470-5583 
Email: emiller@keystone.org 


