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Everything You Know is Wrong…
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Everything You Know is Wrong…

A. The best performance does not always win
1 Great ideas are not enough1. Great ideas are not enough 

a. Apple Newton (PDA, tablet forerunner)

b. Polaroid Polavision (instant movies, actually launched ( , y
after video cameras)

c. Amphicar

d “A t id i j b h lf d ”d. “A great idea is a job half done”
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Everything You Know is Wrong…

A. The best performance does not always win
1 Great ideas are not enough1. Great ideas are not enough 

2. Great technology is not enough 
a Apple Lisa (Macintosh forerunner)a. Apple Lisa (Macintosh forerunner)

b. Sony’s Betamax (videocassette format standard)

c. Ricochet Wireless ISP (G3 broadband forerunner)( )
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Everything You Know is Wrong…

A. The best performance does not always win
1 Great ideas are not enough1. Great ideas are not enough 

2. Great technology is not enough 

3 Great execution is not enough3. Great execution is not enough
a. Supersonic transport (e.g., Concorde)

b DeLorean DMC-12b. DeLorean DMC 12

c. Febreze® Scentstories (air freshener CD player)
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Everything You Know is Wrong…

A. The best performance does not always win
1 Great ideas are not enough1. Great ideas are not enough 

2. Great technology is not enough 

3 Great execution is not enough3. Great execution is not enough

4. Reality check – win the hearts of the consumer!
a Consumers value cheaper faster “90% rule”a. Consumers value cheaper, faster – 90% rule

b. People want products that are convenient

c. Packaging – the first impressiong g p

d. People want products that make their belongings smell 
better-than-new
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Everything You Know is Wrong…

A. The best performance does not always win

"Give me a place to stand, 
and I will move the world.”

Archimedes (287-212 B.C.)

Engraving from Mechanics Magazine, London, 1824 

• Mark Twain: “Suppose he had moved the earth, what then?               
What benefit would it have been to anybody?” 
P i t k li t t h th i f th !
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• Primary task:  listen to – hear – the voice of the consumer!



Everything You Know is Wrong…

B. Sometimes, it comes down to luck….

“I’ll get the Windex”
Mi h l C t ti
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-- Michael Constantine
My Big Fat Greek Wedding



Everything You Know is Wrong…

B. Sometimes, it comes down to luck….
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Everything You Know is Wrong…

B. Sometimes, it comes down to luck….
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…or missed opportunities?



Everything You Know is Wrong…

C. Reality versus Ideality – what is the real world?
1 Far from equilibrium versus at or near equilibrium1. Far from equilibrium versus at or near equilibrium

2. Pretty close to ambient all the time

3 Pretty close to atmospheric pressure all the time3. Pretty close to atmospheric pressure all the time

4. Rarely, if ever, pure systems
a Mixed solvents (e g never pure water)a. Mixed solvents (e.g., never pure water)

b. Mixed nature of target molecules (hydrophilic versus 
hydrophobic)
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Everything You Know is Wrong… but that’s OK 

D. Almost no one comes in the door of a company such as 
Clorox with what they need to succeed from Day 1
1. Companies need to provide a program that at least looks to 

supplement the chemistry basics with “the rest of the story”
a Basics of formulation – the nature of stains and soils the palettea. Basics of formulation – the nature of stains and soils, the palette 

of raw materials available

b. Colloids:  formulating for performance and stability

c Safety environmental and regulatory compliancec. Safety, environmental, and regulatory compliance

2. Best to have a support network (mentors, advisors, “People of 
the Book”) – be proactive in seeking out “go-to” people for 
k l dknowledge

3. Early learning at the bench is absolutely critical – eyes-on, 
hands-on, noses-on – to resetting your paradigms 
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Formulation Basics
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Formulation Basics
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Formulation Basics
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Formulation Basics
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Formulation Basics
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Formulation Basics
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Formulation Basics
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Formulation Basics
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Formulation Basics
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Formulation Basics
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Green Products – The Next Frontier is at your door

Why isn’t everything sustainable yet?
• Products targeted toward “earth friendliness” have been around for g

decades
– Generally meant less performance 

Generally meant higher cost– Generally meant higher cost

• Technology was gradually improving, bringing performance and 
pricing into line with mainstream products

• Clorox followed the progress of emerging technology: 
– Convergence of technology and a growing consumer demand

– Formulation know-how allowed Clorox researchers to proposeFormulation know how allowed Clorox researchers to propose 
improvements over current eco-products

– Not simply swap-outs of “green” ingredients:  faith that ground-up 
formulation building would provide new insights
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Green Products – The Next Frontier is at your door

Then, suddenly, everything seemed to 
converge:converge:
• “An Inconvenient Truth” brought 

sustainability to the center of the radar 
screen June 2006screen – June 2006

• Wal*Mart sustainability initiative, with its 
“trickle down” to their vendors, will 
accelerate the progress of the categoryaccelerate the progress of the category 
(c.f., phosphates, NTA, APEs, etc.) –
November 2006

“G dhi ” i i“Gandhism” is coming true:  
“First they ignore you, then they laugh at you, 
then they fight you, then you win.”
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Green Products – The Next Frontier is at your door

Infrastructure is relatively new
• Programs developed in the U.S. directly involve suppliers, 

d t l d th EPAproducers, non-governmental groups, and the EPA
– Design for Environment
– GreenBlue
– Green Seal
– Natural Products Association 

• Increased connection to NGOs influencers e g Sierra ClubIncreased connection to NGOs, influencers, e.g., Sierra Club 
maintain focus

• Economic factors are going to play an increasingly important role, 
possibly outpacing consumer demandp y p g

• Some technologies are lagging (e.g., biodegradable packaging), but 
are emerging
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Green Products – The Next Frontier is at your door

Priorities of the new framework are subjective
• What are the major issues?j

Source of chemicals:  chemicals from renewable resources, 
(which comes down to oleochemicals versus petrochemicals); 
preference for plant- versus animal-based basispreference for plant- versus animal-based basis

Toxicity:  are the products/chemicals minimally toxic to humans; 
are the products/chemicals minimally toxic to animals; are the 
products/chemicals minimally toxic to aquatic species (minnowsproducts/chemicals minimally toxic to aquatic species (minnows, 
fish, algae)?

Biodegradability:  are the products/chemicals ultimately 
bi d d bl th d t / h i l dilbiodegradable; are the products/chemicals readily 
biodegradable; are the biodegradation products bio-inert?
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Green Products – The Next Frontier is at your door

Priorities of the new framework are subjective
• What are the other major issues?j

Avoidance of antimicrobials:  misguided belief that they lead to 
resistant microbes; belief of inherent toxicity; extension to 
preservativespreservatives

Avoidance of dyestuffs:  artificial colorants; fluorescent 
whitening agents (brighteners)

Avoidance of fragrances:  sensitization, allergies

Potential avoidance of enzymes (extreme case):  sensitization, 
allergies; production using genetically modified organisms g ; p g g y g
(bacteria, yeast) that are never present in the raw material itself!
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Green Products – What Is The (New) Truth?

Companies are just now solidifying their strategies
• Some are further along than othersg

Is it just the use of oleochemicals, or is it the entire carbon 
footprint?

I i h b l h i h b l ?Is it the bottle, or what goes into the bottle?

Is it just the product – impact of the holistic view of cradle-to-
grave (source-to-sewer?)
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Green Products – What Is The (New) Truth?

Companies are just now solidifying their strategies
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Non-Aligned: Low-Cost, Don’t Care (yet)



Summary – Welcome to the Tipping Point

A. The industry is quickly coming to the last stage of Ghandiism

B. The new paradigm of giving consumers good performance at p g g g g p
a good price has to take into account “An Inconvenient Truth”:  
green is here, green is the future
1 While at the edge of mainstream products actual formulating leeway1. While at the edge of mainstream products, actual formulating leeway 

is potentially limiting from differentiating standpoint 

2. Lack of raw material choices actually makes one very nimble

3 Best to take an extreme approach in looking for options and work3. Best to take an extreme approach in looking for options, and work 
your way back to the center (a.k.a., the primary-to-election process)

C. This is the New Vanguard
A. Come in curious

B. Come in ambitious

C Aim for the top of the pyramid
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C. Aim for the top of the pyramid


