
The American retail landscape is outdated.  Conventional home products are filled with toxic 
chemicals, they hurt the workers who make them, and they pollute the environment.  

Meanwhile, consumers who want to do better are severely limited in their ability to find 
products that match a progressive, 21st century standard of living.

● WorkingWondersTM brings together hundreds of sustainable home & lifestyle vendors 
in one destination retail venue, filling the void of sustainable home products in a 
manner analogous to Whole Foods' transformation of the grocery sector.  As the nation's 
leader in better home & lifestyle retail, WorkingWondersTM will:

1. Provide the visibility and accessibility  sustainable home & lifestyle products need 
to meet the demands of 21st century consumers.

2. Promote earth-best, socially responsible products and services  that present 
solutions for the Indoor Air Quality  issues common to American homes, (i.e. natural 
carpets and flooring, zero-VOC mattresses, organic bed linens, and air cleaners).

3. Grow hundreds of better, sustainable companies under the umbrella of a mainstream 
brand, and design the model for a better, sustainable American Dream.
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Funding Sought: $40.4M
Planned ROI: $203,985,000 gross retail sales revenue 
by 3rd year of flagship destination operations
Opportunity: Develop the nation's first aggregated 
sustainability brand in the home & lifestyle sector.
Jobs Impact: 349 Primary, 40 Seasonal, 880+ Secondary
Revenue Drivers: There are three sources of revenue in the WorkingWondersTM model. They include 1) online retail sales, which will 
be accelerated immediately upon infusion of capital, 2) in-store product sales and home design services, and 3) an innovative market-
place with sustainability programming, event space, leasing opportunities, a healthy café, and eco-tourism attractions.



● WorkingWondersTM  demonstrates that there's a sustainable 
option for every facet of the American home.  Desks, chairs, 
carpets, cabinets, dishes, mattresses, picture frames, dressers, 
sheets, shirts, shower curtains, tables, towels, and everything in 
between are being made today by socially and environmentally 
responsible companies. The problem is these products remain 
hidden from view, and they do so in spite of persistent noise from 
the government, media, and mainstream public about going green.

Our goal is to make consumers aware that attractive, sustainable 
options exist, allow them to try these products out, and give them 
the opportunity to bring them home.  We're asked over and again 
from people who've found our website whether we have a 
storefront yet.  It doesn't matter if they're in D.C., Maryland, or 
Virginia, people are willing to travel because nothing else exists to 
serve the need for sustainable home products.

Case Study: Neurotoxin Filled Mattresses

Consumers trust name brand retailers for physical 
access to products. For example, people trust name 
brand mattresses found in popular mattress stores 
despite mounting evidence that the materials they 
use (formaldehyde, polyhexanide, toluene...) can 
contribute to serious health problems. But doubts 

over the safety of a mattress are much weaker than 
the sense of comfort Americans associate with name 

brands. Specifically, they believe the products a 
name brand retailer carries must be the best.

So consider: If a consumer in Washington, D.C. were 
to look for a zero-VOC mattress from Keetsa, she 

would need to plan a visit to New York to visit the 
nearest showroom. Or, if she wants to see a Savvy 
Rest natural latex mattress, she'll need to make an 

appointment with Rhintek Inc., an industrial 
warehouse in Columbia, Maryland, in order to do so. 
This is all provided she knows these products exist 

in the first place. But then accessing them, trying 
them out, and actually buying them is so difficult, it 

might as well be impossible.

The solution: WorkingWondersTM presents sustainable 
options to Americans in the context with which they 

are most comfortable—brand name retail.

1. Visibility and Accessibility



2. Earth-Best, Socially Responsible Products and Services

● WorkingWondersTM vendors operate according to transparent, sustainable practices that include the use of recycled, repurposed, or 
rapidly renewable materials, the use of energy efficient manufacturing processes, a commitment to low-VOC and zero-VOC products, 
and the pursuit of social equality initiatives such as fair-trade labor, jobs for the disadvantaged, and support for independent artisans.

Leadership

WorkingWondersTM  has invested seven years in building 
personal relationships with suppliers across the globe. CEO 
BethAnn Lederer, LEED AP, has taken the leadership role 
of researcher and specialist for products ready to make a 
positive impact on the retail landscape. In 2010, Ms. 
Lederer was recognized by Triple Pundit as one of the Top 
10 Most Sustainable CEOs, (#6), an honor shared with Yvon 
Chouinard of Patagonia, and John Mackey of Whole Foods.

Ms. Lederer is a green product expert with experience 
handling builder specs for residential and commercial 
projects, paying particular attention to the effect of MSDS 
data and LEED credits.

She has delivered complete, sustainable 
kitchens in single and multi-unit 
projects, and worked with contractors 
on high-end fireplace installations. With 
this breadth of experience, she has 
earned the trust of sustainability experts 
and become the retail entrepreneur of 
choice among green business owners.

Keys to Product and Service Selection

● WorkingWondersTM is the first to aggregate essential home products 
such as mattresses and furniture, along with home improvement 
services such as flooring and kitchen remodeling.

● A primary focus of Ms. Lederer's work is improving the Indoor Air 
Quality of American homes by sourcing products free of harmful 
chemicals commonly found in conventional product offerings.

●  WorkingWondersTM  uses proprietary Green  Guide™  icons to give 
consumers the information they need to incorporate sustainability 
values into every purchasing decision. It works similarly to the Good 
Guide, but it's simpler, requires no smart phone app or scanning 
technology, and asks for no additional research on the part of the 
consumer. Instead, sustainability information is embedded in product 
branding, and remains consistent whether online or in stores. 



3. Model for a Better, Sustainable American Dream

●  Traditionally, small amounts of capital go to 
sustainable businesses that, in turn, grow their 
immediate markets.  However, these markets remain 
fragmented. For example, the market for healthy 
mattresses and the market for organic linens should 
overlap, but today each manufacturer must work 
independently to reach the same consumers.

●  WorkingWondersTM  will grow hundreds of 
businesses by creating a mainstream supply chain 
that unifies and expands the market for green home 
products. Our ripple out effect will create hundreds 
of jobs among small and mid-size businesses, all of 
them part of a sustainable, more socially responsible 
economy. WorkingWondersTM  is the marketplace 
vehicle that can drive growth for the best, most 
innovative companies in America.

●  And just as important, as a Benefit Corporation, 
WorkingWondersTM  will offer the chance for green 
businesses to remain independent, scale according to 
their individual capacity, and avoid the phenomenon 
of corporate acquisition that so often puts at risk the 
principles on which they were founded.

Third Year Annual Revenue Projection

Our third year projection is based on market 
exposure of 2-million people with 192,500 annual 

conversions, and the following estimates:

- 60,000 square foot destination
- $16 million construction

- $3 million inventory
- $5.3 million operating budget
- more than 7,000 distinct SKUs



The Mainstream Opportunity

● 80% of American adults are green in some way.
● 50% of American adults want more information on how to 
protect the environment.
● 40% of American adults don't know where to go to find 
information about eco-friendly products.

Green Mainstreaming Trends

In 2003, most organic food was purchased by a niche 
demographic called the LOHAS shopper—Lifestyles of Health 
and Sustainability. But, over the past decade, the market share 
has reversed in favor of mainstream consumers, indicating the 
general population staunchly supports a green option.

Demographics – The Importance of Women

Women will be the strongest supporters of sustainable retail—a 
consumer force that actively seeks healthy home products, and 
craves the level of transparent information  WorkingWondersTM 
can provide. Here are a few benefits of designing a retail 
destination tailored for women as consumer activists:

● Women are responsible for 85% of all purchasing decisions.

● Women are approaching 2/3 control of all consumer wealth in 
the United States.

● The Boomer generation of women will experience the largest 
transference of wealth in the nation's history, estimated between 
$12 and $40 trillion.

●  Senior women age 50 and older control a net worth of more 
than $19 trillion.

The Destination is the Driver

A catalyst for changing the American Dream needs to look 
different than the conventional retail landscape. Our flagship 

store will include a farm-to-table café, programming space, and 
eco-tourism inspired design, making WorkingWondersTM a 

visionary destination. Whether adaptive reuse or new USGBC 
LEED construction, WorkingWondersTM is designed to be the hub 

and messaging center of the sustainability movement.



Intellectual Property

The Green Guide™ was developed over one year by a 
retail marketing and graphic design team; it serves as a 

unifying feature to tie all product sectors together under a 
common visual reference, and refutes the trend of 

greenwashing common among conventional retailers by 
providing transparent information to consumers.

Our name and tag line are attractive marketing tools. 
WorkingWondersTM is a memorable, colloquial phrase, and 
truthful about what the company does.

come home to a better world™  is true in every sense, 
that by filling a void of sustainable home and lifestyle 
products, Americans can build better homes and, in turn, 
support businesses and supply chains that are ecologically 
and socially responsible. Our marketing efforts will 
capitalize on 'better' as a simplification of 'sustainability' 
in order to make this message as clear as possible.

Assets and Partners

E-commerce Site

www.WorkingWondersUS.com was redesigned in April of 2013.  In its 
present configuration, the site can be scaled to accommodate the 
thousands of SKUs WorkingWondersTM  represents, and is limited only 
by the resources available to support it. The Green GuideTM is already 
an integrated part of our e-commerce model.



    

● WorkingWondersTM represents seven years of sweat equity, thought leadership, and significant investment to create a Whole Homes plan that 
will move the sustainability agenda from a macro level of energy-based regulation - where initiatives have an effect on a broad population - 
and bring it to a micro level by targeting each and every purchasing decision made by consumers. This approach empowers individuals today, 
and every day, instead of proposing that sustainability is only something that happens through government legislation.

Our Whole Homes sustainable retail concept 
has been well received by industry leaders 
committed to achieving goals for building 
better businesses that will have significant 

impact on the American landscape.

WorkingWondersTM looks for the financial 
support of investors who share the vision 
of making immediate change in the way 

people live, the way their consumer 
decisions affect others, and the way their 

consumer decisions affect the planet.

Partners, Consultants, Service Providers:

- Steve Silverman, Director of Economic Development for Montgomery County, Maryland
- Casey Willson, Retail Industry and Sustainability Program Manager, College Park, MD
- Marc Willson, prospective Executive Team Member, former President at Bikes USA
- Jeffrey Hollender, Founder and former CEO, Seventh Generation (as advisor)
- Brian Robertson, co-Founder & CEO, Sun Works, LLC, late CEO of Amonix (as advisor)
- Nate Fishkin, Principal, Avenue A Realty Advisors, LLC / Principal, F+F Development, LLC
- Jigar Shah, Founder SunEdison, former CEO of The Carbon War Room, Washington, D.C.
- Travis Price, Travis Price Architects, Washington, D.C.
- Marcie Meditch, Meditch Murphey Architects, Chevy Chase, MD
- James Lorin Silverberg, President and Dir. of Litigation for the Intellectual Property Group, PLLC
- Carol Herndon, Esq.
- Hollis Minor, Principal, The Minor Group
- Tim Brady, Publisher & Editor in Chief, Be Well World
- Larry D. Lee, Founder Parallel Threads, LLC and WorkingWonders Lead Technical Architect
- Brian Singer, Principal, Foxtrot Media, Inc., web host
- Mark Weinfeld, DGWB Advertising and Communications
- Moshe Pelberg, CPA
- Jeff Rogers, Graphic Design, Principal, Creative Impulse
- Eileen Levitt, SPHR, President, The HR Team
- Wendy Goldman Scherer, Scherer Cybrarian
- Kara DiCamillo, Public Relations Director & Partner, 6Square Design & Communications
- Steve Plumlee, CEO, Certified CIO
- Vertical Search Works, proposed online advertiser


