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When my grandfather launched an expedition to Brazil in 1935 to find a 

sustainable source of wax for our products, he may not have foreseen how 

careless deforestation would affect the world in decades to come.

When my father removed CFCs from SC Johnson products in 1975, he may 

not have realized that, 30 years later, clean air would become one of the 

greatest challenges of our time.

And yet, both my grandfather and my father did what was right. They both 

believed that even though the impact of a decision may not be measured or 

even understood for decades to come, its effects can still be serious and 

lasting. And they wanted to do their part to secure the future.

This same belief continues to inspire SC Johnson’s efforts today — from our 

Greenlist™ process for tracking and improving the raw materials used in 

our products, to the aggressive new greenhouse gas and emission reduction 

objectives we have established for 2011, to the company’s continuing support 

of the communities in which we operate.

It is why we continue to invest in developing our new base of the pyramid 

business model in Nairobi, Kenya, and why we have created programs in 

numerous countries such as South Africa to educate people about protection 

from dangerous diseases like malaria.

SC Johnson is made up of 12,000 people who understand that what we do 

every day has lasting consequences. And so we continually ask ourselves — 

what do we do with the lessons from the past? And what will we do to make 

the world a better place in the future?

Pictured are scenes from the expedition to find the Carnaúba plane used during the 1935 
expedition to Brazil. At left, Chairman and CEO Fisk Johnson (third from left) and his family 
marked the site of the wreckage with a plaque inscribed with the words, “I am Carnaúba.
My true home is not this bay, but the hearts of all who love adventure.”

                 D O I N G  W H A T ’ S  R I G H T

Doing our Part
A Message from the Chairman and CEO
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This past year, my family and I launched a search for the Carnaúba — the airplane 

my grandfather flew on his historic trip to Brazil. Finding that plane was one of 

my dad’s greatest wishes. To him, to my family and to the people of SC Johnson, 

it embodied the spirit of adventure, the spirit of family and the spirit of leadership 

— all values that are part of who we are as a company.

We found the Carnaúba off the coast of Indonesia. Nature has claimed much 

of it — the plane is encrusted with coral, and colorful fish swim regularly between 

what remains of the rudder pedals and the instrument panels. 

Yet the plane’s shape can still be discerned, and its spirit certainly lives on. In fact, 

now more than ever, the Carnaúba is a reminder of the enduring importance of 

doing what’s right. 

The greatest challenge for any business leader is that we cannot see the future. 

Our greatest responsibility is that, nevertheless, we must make wise decisions 

not just for our companies but for future generations. It is they who will be either 

injured or inspired by the choices we make.

I am so proud that the people of SC Johnson see this not merely as a responsi-

bility, but as an opportunity. Their commitment to doing our part ensures that as 

a company we will continue doing what’s right for generations to come. 

H. Fisk Johnson
Chairman and CEO
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Executive
Summary

W H A T ’ S  I N S I D E

This 2007 SC Johnson Public Report 
is our summary of our commitment to, 
and progress against, our sustainable 
development objectives. It highlights 
a wide variety of SC Johnson’s efforts 
to drive global development and growth 
that benefit the people around us and 
the planet we all share.

Data provided in this report support the Global Reporting Initiative (GRI) Sustainability 
Reporting Guidelines except for financial and production data, which is business confi-
dential and considered proprietary by this private family enterprise.

– DR. H. FISK JOHNSON, CHAIRMAN AND CEO
S. C. JOHNSON & SON, INC.

PAGE 6

PAGE 14

PAGE 24

PAGE 32

PAGE 52

PAGE 42

Who We Are: A Family Company – SC Johnson is a lead-
ing consumer products company that helps improve quality of life for 
families around the world. We employ 12,000 people, have estimated 
sales of more than $7 billion, operate in over 70 countries and market 
leading products in more than 110 countries. As a family company, 
we are committed to doing what’s right for future generations by doing 
our part to lead in environmental, social and corporate responsibility.

Growing Greener Products – Using our innovative, patented 
Greenlist™ process, SC Johnson has transformed the way we select 
and use raw materials in the billions of consumer products we sell. 
Partnerships such as Design for the Environment and the European 
Charter for Sustainable Cleaning help us further advance our efforts. 
And we’re sharing our Greenlist™ process royalty-free to enable other 
companies and organizations to improve their environmental footprint.

Conserving Critical Resources – On the heels of surpassing 
our 2005 Climate Leaders objectives, SC Johnson has announced 
aggressive new objectives for reducing emissions and consumption. 
We achieved Green-e certification for our largest manufacturing facil-
ity worldwide due to cogeneration that produces all of the electricity 
and most of the steam needed by the site. In addition, SC Johnson is 
exploring further advancements, including wind power and biomass.

Preventing Dangerous Diseases – As the world’s leading 
marketer of household insect control products, SC Johnson targets 
a key public health issue by providing products and education that 
combat insect-borne diseases. We have reached 600,000 people 
in South Africa with important education about preventing malaria, 
and our dengue education efforts in the Philippines alone reach 
100,000 people each year.

Creating Stronger Communities – This past year SC Johnson 
brought the Base of the Pyramid Protocol™ to life with new business 
models in Nairobi, Kenya, and our efforts there continue. In addition, 
the company is creating stronger communities through philanthropy and 
extensive volunteer efforts. Since 1997, SC Johnson has contributed 
more than $160 million globally to efforts that improve quality of life. 

Offering Great Places to Work – For the third consecutive 
year, in 2007 SC Johnson ranked among the Top 10 of FORTUNE
magazine’s 100 Best Companies to Work For in America. Many of 
our subsidiary companies were recognized as “Best” workplaces as 
well. Protecting the health, safety and well-being of employees is a top 
priority. A wide array of policies, procedures, training and other efforts 
are in place to keep our people safe. 

For a summary of SC Johnson’s efforts, turn to our Quick Reference section on page 58.
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Key tenets of sustainable development include sharing ideas, generating dialogue and 
promoting responsible approaches. That’s why SC Johnson was one of the first consumer 
packaged goods companies to publish a sustainability public report.

To continue the open sharing of ideas, we added a special feature to the 2007 SC Johnson 
Public Report. Throughout this book, you will find Q&As with external experts discussing 
their perspective on topics from green chemistry, to climate change, to social progress.

Included are:

Page 12:  Paul Anastas, Director of the Center for Green Chemistry 
and Green Engineering at Yale University

Page 22:  Jim Fava, Ph.D., Managing Director of Five Winds International

Page 30:  Janet Ranganathan, Director of the World Resources Institute’s People 
and Ecosystems Program

Page 40:  Gene Brantly, Program Director – Malaria and Vector-Borne Disease Control 
for RTI International

Page 50: Salim Mohamed, Executive Director of Carolina For Kibera

Page 56: Maryanne DiBerto, Senior Vice President of The Boston Environmental Group

New This Year

Growing Greener Products
Using earth-responsible raw materials
SC Johnson continues to increase our use of environmentally 
preferred raw materials through our patented Greenlist™
environmental classification process.

Conserving Critical Resources
Reducing energy consumption and
greenhouse gas emissions
We work to keep carbon dioxide out of the atmosphere 
by reducing our fossil fuel use and greenhouse gas 
emissions through a wide range of innovative efforts 
at our global facilities.

Creating Stronger Communities
Advancing social progress and public health
We are committed to partnerships that drive positive social 
change, to reaching consumers who need and value quality 
products and services, and to improving quality of life.

Preventing Dangerous Diseases
Preventing insect-borne diseases
As the leading global marketer of household insecticides 
and repellents, we develop innovative products that help 
protect people from mosquito-borne diseases, and we 
are working to educate and make products accessible 
to more consumers.

SC Johnson’s Sustainability Platforms
Our company’s sustainability efforts target four key platform areas where we believe we can make the biggest 
impact on quality of life, economic progress, our product mix and the planet. They are:
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Family Company
W H O  W E  A R E

Through five 
generations of family 
leadership, SC Johnson 
has made life cleaner, 
easier and healthier 
for our consumers. 
In our innovative 
and quality products, 
environmental
responsibility, and 
commitment to our 
communities and 
advancing social 
progress, we do what’s 
right for families 
around the world.

I N  B R I E F

Family-owned and -managed • Employing 
12,000 globally • Leading brands in more than 
110 countries • More than $7 billion in sales
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In 1886, SC Johnson was founded in Racine, Wisconsin, 
by Samuel Curtis Johnson as a parquet flooring company. 
Since then, it has grown into one of the world’s leading 
manufacturers of household cleaning products and 
products for home storage, air care, personal care and 
pest control.

A Global Leader
Today, the company, which is led by the founder’s great-
great-grandson, Fisk Johnson, employs about 12,000 
people globally and generates more than $7 billion 
in sales. Still headquartered in Racine, SC Johnson 
sells thousands of products every day to consumers 
in more than 110 countries.

SC Johnson operates in more than 70 countries and 
manufactures in countries including Argentina, Canada, 
China, The Netherlands, Mexico, the United Kingdom 
and the United States.

In each of these locations, and everywhere we do 
business around the world, SC Johnson tries to operate 
as responsibly as possible – reducing air emissions, 
water effluents and solid waste as a ratio to production, 
decreasing use of fossil fuel energies and limiting 
greenhouse gas emissions. 

Doing What’s Right
From removing chlorofluorocarbons from all our aerosols 
in 1975 to launching cogeneration as a power source 
in 2004, SC Johnson has a long legacy of acting on its 
commitment to do what’s right. We believe that prosper-
ity and responsibility can coexist – and that our success 
enables us to add value and serve the greater good.

As Chairman and CEO Fisk Johnson explains, “Winning 
is not just about performance and success; it is also about 
doing what’s right – right for the planet, right for people, 
right for the next generation.”

Our patented Greenlist™ process is a tremendous 
example, enabling our scientists to make sustainable 
raw material choices that help protect the planet and 
its people while maintaining the high performance 
of our products.

A 121-Year Legacy of Leadership

A  F A M I L Y  C O M P A N Y

Being “A Family Company” is more than simply our name. 
Throughout 121 years, five generations of the Johnson 
family have led SC Johnson, including our current 
Chairman and CEO Fisk Johnson. Family leadership 
enables SC Johnson to consistently adhere to 
its core values including innovation and quality, 
environmental and community leadership, 
and a steadfast commitment to 
workplace excellence.

SC Johnson’s values are articulated in This We Believe — our statement of expectations for operations around the world. 
But it’s more than simply a written document. This We Believe is part of the DNA of the people of SC Johnson. It’s the 
essence of who we are and how we operate, and failure to operate with integrity is not tolerated.

This We Believe explains SC Johnson’s values in relation to five groups of stakeholders to whom we are responsible 
and whose trust we have to earn:

Our Commitment to Stakeholders: Our Values Guide the Way

As a family-owned and -managed company, SC Johnson has a unique opportunity to safeguard these values and ensure 
we deliver on them for our stakeholders, each and every day.

Employees:
We believe that the 
fundamental vitality 
and strength of our 
worldwide company 
lies in our people.

Consumers
and Users:
We believe in 
earning the enduring 
goodwill of consum-
ers and users of 
our products and 
services.

General Public: 
We believe in being 
a responsible leader 
within the free 
market economy.

Neighbors and 
Hosts: We believe 
in contributing to 
the well-being of the 
countries and com-
munities where we 
conduct business.

World Community:
We believe 
in improving 
international
understanding.

In more than 70 countries 
around the world, 

12,000
SC Johnson employees are working to do 
what’s right for our consumers, customers, 

communities and environment.
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for the fourth consecutive year, marking our 18th time 
on its list. The company also was recognized by AARP as 
a Best Employer for Workers over 50, and earned a per-
fect score on the Human Rights Campaign Foundation 
Corporate Equality Index for the fourth consecutive year.

Additionally, Hispanic Magazine named SC Johnson one 
of the 100 companies that offer the greatest opportuni-
ties for Hispanic Americans in the United States. 

Along with a range of strategic diversity initiatives inside 
the company, for more than a decade SC Johnson has had 
a formal supplier diversity program that integrates diverse 
businesses into our external supplier network while main-
taining company standards for quality and service.

Outstanding in Ethics
This year, SC Johnson 
was chosen by Ethisphere 
Magazine as one of the 
world’s most ethical 
companies. The magazine 
reviewed thousands of 
companies and selected fewer than 100 for its list. 
Organizations were selected based on a wide array 
of factors including corporate citizenship, governance, 
transparency and trade partner perceptions.

Memorable Products
SC Johnson also is recognized for its innovation. New 
Glade® PlugIns® Scented Oil Light Show recently was 
named among the Top 10 Most Memorable New Product 
Launches of 2007, according to the annual Schneider/

Stagnito Communications/IRI 
Most Memorable New Product 
Launch Survey. Based on feed-
back from more than 1,000 
consumers in the United 
States, almost 20 percent 
of respondents named our 
product among the most 
memorable launches.

Making sustainable choices isn’t limited to major business decisions. Consider this 2007 SC Johnson Public Report. Along 
with SC Johnson employee publications, this report is printed on paper manufactured with renewable wind power. For this 
publication alone, this prevents more than 4,600 pounds of air emissions like carbon dioxide from being generated — the 
equivalent of planting 313 trees or not traveling 5,021 miles in an average automobile.

Additionally, for years SC Johnson has used soy ink, which is naturally low in VOCs. Also, our paper has 15 percent post-
consumer fiber, meaning that while producing the 2007 SC Johnson Public Report we preserved 14 trees, eliminated 680 
pounds of solid waste, saved more than 10 million BTUs of energy and prevented 1,338 pounds of greenhouse gases. Plus, 
the paper is processed without the use of any additional chlorine or chlorine compounds.

Finally, as we have for the last several years, this year SC Johnson is again making a contribution through Conservation 
International to help offset the carbon emissions associated with printing and distributing the 2007 SC Johnson Public 
Report. This year our offset contribution will help protect threatened rain forests and support sustainable activities in north-
eastern Madagascar, the island country off the coast of Southern Africa. The investment will help fund the Makira Forest 
Project, an initiative developed jointly by the Wildlife Conservation Society, the government of Madagascar and Conservation 
International to reduce the deforestation rate in the region. 

Doing What’s Right on “Little” Things, Too

Over the past year, SC Johnson has been honored on 
numerous occasions for its environmental, social and 
workplace leadership. Here are a few highlights:

Presidential Green Chemistry Challenge Award
SC Johnson received this U.S. Presidential award for 
outstanding accomplishments with our Greenlist™
process. Established in 1996 by the U.S. Environmental 
Protection Agency, the Presidential 
Green Chemistry Challenge Award 
recognizes innovative chemical 
technologies that reduce pollution 
and improve the environment. 

Leading for the Environment
This year, several more 
of our products have been 
designated as partnership 
products under the 

U.S. EPA’s voluntary Design for the 
Environment program. Being designated 
means the company’s Shout® liquid
stain remover products exemplify the 
company’s commitment to continually 
improve the health and environmental 
profile of its products.

A “Best Place to Work”
SC Johnson has been widely recognized as an employer 
of choice at our workplaces around the world. This year 
for the third consecutive year, the company was named 
among the Top 10 of the “100 Best Places to Work 
For in America,” according to FORTUNE magazine 
– our seventh appearance on the prestigious list. 
SC Johnson also was recognized as a great place to 
work in Canada, Chile, China, France, Italy, Mexico, 
the Philippines, the United Kingdom and Venezuela.

A Social Responsibility Leader
For the seventh year in a row, SC Johnson Mexico 
received the Socially Responsible Enterprise Award from 
the Mexican Center for Philanthropy – Centro Mexicano 
para la Filantropia (CEMEFI). The award recognizes 
companies that base their vision and social commitment 
on policies and programs that benefit business and have 
a positive impact on the community. This past year 
SC Johnson also was asked to speak at a 
CEMEFI event on the topic of corporate 
social responsibility.

Recognition for Diversity
SC Johnson also was named a Top 10 
company by Working Mother magazine 

Leadership and Recognition
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In 2005/06, SC Johnson launched more than 200 new 
products in its key categories. 

Home Cleaning – Our household cleaning brands, 
including Mr. Muscle®, Pledge®, Pronto®, Toilet 
Duck1, Scrubbing Bubbles®, Windex®, Drano®,
Vanish®, fantastik® and Shout®,
help consumers ensure a clean and 
hygienic home. Last year the compa-
ny’s Scrubbing Bubbles® Automatic 
Shower Cleaner transformed bath-
room cleaning by enabling consum-
ers to clean the shower with just the 
touch of a button.

Home Storage – From keeping 
food fresh to protecting possessions, 
Ziploc® brand bags and containers 
and Saran™ plastic wrap play an 
important role in consumers’ homes. The company’s new 
Ziploc® Big Bags with an extra-secure double zipper offer 
a perfect way to store and protect items from bedding to 
sports equipment.

Pest Control – SC Johnson’s Raid®, Baygon®, OFF!®,
Autan® and other pest control brands play an important 
role in protecting people from pests that can carry 

diseases such as malaria, dengue, Lyme disease or 
West Nile virus. Malaria alone accounts for more than 
300 million illnesses every year, and eliminating and 
repelling pests that can carry disease are some of the 
best preventive measures against these risks.

Air Care – From aerosols, 
to candles, to our new Glade®

PlugIns® Light Show Scented Oil, 
which combines fragrance with a 
fun visual experience, SC Johnson 
continues to innovate in the air 
care aisle. Our Oust® odor elimina-
tion brand brought to market in the 
United States the first-ever house-
hold air sanitizer that kills odor-
causing bacteria in the air. Today, 
it includes products for many 
consumers around the world. 

Personal Care – In North America, SC Johnson 
also is a leader in the personal care business. With 
its Edge® and Skintimate® brands, the company offers 
consumers a close, comfortable shave as well as various 
skin care benefits.
1 Toilet Duck is a trademark of Düring Lizenzen AG and used under license.

Leading with Innovation

Three years ago, Frank Guerra’s teenage son 
was bitten by a mosquito and fell dangerously 
ill from dengue. He explains...

“Most parents think only small children are 
vulnerable to dengue, but the effect on older 
children and adults was quite a big lesson for my 
family. We took my son to the hospital with a very 
high fever, and soon blood was flowing down his 
nose like a faucet as he hemorrhaged. I’ve never 
seen so much blood before. 

“We were lucky with my son and he recovered, 
but we’ve seen how tragic and serious dengue is. 
I see the value SC Johnson offers when it shares 
dengue prevention information and sprays areas 
where outbreaks are reported. Someone bitten 
by a dengue mosquito could die within days. This 
takes what we are doing as a company to a much 
higher level. It’s not just about our business. It’s 
about saving lives.” 

Now Frank shares the dengue prevention 
message both in his personal life and by helping 
SC Johnson develop and use its dengue prevention 
programs more broadly. The company’s largest 
dengue prevention program, in the Philippines, 
has reached 700,000 consumers with valuable 
information about protection.

To learn more about SC Johnson’s educational 
efforts related to dengue, turn to page 36.

Pictured above are Frank (right) and his son, Kit.

Frank Guerra 
makes
an impact 
FRANK GUERRA, 
VICE PRESIDENT,
DEVELOPING
MARKETS – ASEAN

When it comes to trusted brands, a recent survey showed SC Johnson has two of the top 
10 U.S. brands that consumers trust. A 2006 Harris Interactive survey polled 25,666 U.S. 
consumers, ages 15 and older, about their opinions of the relative strength of 1,000 consumer 
brands in 39 categories.

Two SC Johnson brands rose to the top: Ziploc® brand food bags ranked second on the 
list of the top 10, actually outscoring the number one brand in the measure of familiarity. Also 
in the top ten were Ziploc® brand containers at number eight and Windex® glass cleaner 
in the ninth position.

Notably, SC Johnson was the only company to have more than one product in the top 10.

The study measured the critical elements of a brand’s health to help determine its 
stance amongst competitors, within other categories, and in comparison to world-
class brands. The features of brand health that were measured in the study were 
equity, familiarity, quality, purchase consideration, overall relevance, brand expectation 
and distinctiveness.

Brands in the Spotlight
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At SC Johnson, we believe that it’s not enough to simply work toward continuous improvement. We go a step further, establishing clear and meaningful sustainable 
development objectives and tracking our progress against them. Here’s a look at the company’s top sustainable development objectives, which are discussed in more 
detail throughout this report:

Measurement Matters

Social Objectives

SC Johnson’s Community Leadership Guidelines 
require that, at a minimum, each of our subsidiary 
companies around the world fulfill these objectives 
each year:

•  Demonstrate senior management leadership in 
the community, through the General Manager 
holding at least one board-level membership with 
a major local community nonprofit organization. 
We continue to accomplish this goal at more 
than 75 percent of our subsidiary companies 
around the world – turn to page 48.

•  Increase local charitable giving to a target of 
2 percent of pre-tax profits. On a worldwide 
basis, the company contributes 5 percent of 
pre-tax profits, and giving has grown by more 
than 60 percent since 1996 – turn to page 48.

•  Promote and coordinate at least one significant 
employee volunteer effort in the community 
each year. We achieved this goal in 90 percent 
of our subsidiary companies around the world 
– turn to page 49 for examples.

Economic Objectives

Our ongoing goal is:

•  Grow by meeting consumer needs with innova-
tive products of superior quality and value that 
enhance people’s lives. In addition...

•  We contribute to the economies of our host 
communities around the world by providing 
local employment and partnering with local 
organizations to create growth and opportunity. 
Turn to page 53 for more about SC Johnson 
as an employer of choice.

•  We ensure new investment fits constructively 
into the economic development progress of 
each host country and local community. Turn 
to page 43 for more about SC Johnson’s 
investment in base of the pyramid growth.

•  We involve ourselves in social, cultural and 
educational projects that enhance quality 
of life in our communities. Turn to page 48 
to learn more.

Environmental Objectives

After surpassing our 2005 environmental objec-
tives, SC Johnson has set these five-year goals:

•  Achieve a 34 percent improvement in the raw 
materials score of our products as measured by 
our Greenlist™ process. Turn to page 15 for 
more about our Greenlist™ process.

•  Reduce combined air emissions, water effluents 
and solid waste by 50 percent as a ratio to
 production versus our 2000 baseline. Turn 
to page 26 for more information.

•  Achieve our U.S. Climate Leaders goal to 
reduce greenhouse gas emissions by 8 percent 
on an absolute basis versus our 2005 baseline. 
Turn to page 26 for more about our U.S. 
emission reduction efforts.

•  Reduce greenhouse gas emissions from all 
worldwide factories by 12 percent on an 
absolute basis versus our 2000 baseline. 
Turn to page 25 to learn more.

•  Source 40 percent of our global electricity 
from renewable energy. Turn to page 27 for 
more about our cogeneration project. 
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From the scientists who use the Greenlist™ process 
to select the best ingredients for SC Johnson products, 
to the Safety, Health and Environment teams that 
audit our operations around the world, to the engineers 
that manage our green energy production, SC Johnson 
has more than 130 employees formally focused on 
sustainable development objectives. 

But all 12,000 employees contribute to achieving these 
important goals for the company. From the Chairman 
and CEO’s office to the manufacturing line, the people 
of SC Johnson at all levels have an important impact 
on the sustainability of our business, our communities, 
our products and our planet.

Organized for Sustainability
Our Board 
of Directors
H. Fisk Johnson, Ph.D.

Chairman of the Board

Chairman & CEO of S. C. Johnson & Son, Inc.

Richard M. Thomson

Vice Chairman of the Board of S. C. Johnson & Son, Inc.

Retired Chairman & CEO of The Toronto-Dominion Bank

Robin R. Burns-McNeill

Retired President & CEO of Intimate Beauty Corporation, 
Victoria’s Secret Beauty Company and aura science

Helen P. Johnson-Leipold

Chairman & CEO of Johnson Outdoors Inc.

Chairman of Johnson Financial Group, Inc.

John Jeffry Louis

Chairman of Parson Capital Corporation

Steven S. Rogers

Gordon and Llura Gund Family Professor of Entrepreneur-
ship, Kellogg School of Management

Christine Todd Whitman 

President, Whitman Strategy Group

Former Governor of New Jersey and Former Administrator 
of the U.S. Environmental Protection Agency

Robert B. Willumstad 

Retired President & COO of Citigroup Inc.

Michael W. Wright 

Retired Chairman, President & CEO of SUPERVALU Inc.

Since 1997, SC Johnson has 
contributed more than  

$160,000,000
to efforts that include community development; 

education, family and youth; and matching grants.

S U G G E S T E D

             reading
The High Purpose Company
Author and business strategist Christine 
Arena looks at the heart of corporate 
prosperity through case studies of 
world-class organizations, including 
a look at SC Johnson.

Chairman and CEO

Worldwide RD&E

Global Safety 
Assessment and 

Regulatory Affairs

Worldwide 
Government
Relations

Global Public 
Affairs and 

Communication

Worldwide 
Community 
Leadership

Global Environmental 
and Safety Actions

Worldwide Safety/
Health/Environment

Sustainable 
Innovation

Executive Vice 
President Worldwide 

Corporate and 
Environmental Affairs

Worldwide 
Manufacturing

and Procurement

Executive Vice 
President and CFO

Geographic
Presidents
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A  Q & A  W I T H  P A U L  A N A S T A S , 

D I R E C T O R  O F  T H E  C E N T E R  F O R  G R E E N  C H E M I S T R Y 

A N D  G R E E N  E N G I N E E R I N G  A T  Y A L E

Q&A
Thoughts from an Expert… 

Paul Anastas is credited with establishing the field of green chemistry 
during his time working as the chief of the U.S. Environmental Protection 
Agency’s Industrial Chemistry Branch and as Director of the Green 
Chemistry Program.
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What do you think companies should be doing with 
“green chemistry” over the next 10 years to operate 
more sustainably?
Green chemistry is the design of chemical products and processes that reduce or elimi-
nate the use and generation of hazardous substances. Chemicals are in or are a part of 
everything we see, everything we feel and everything we come in contact with. They 
are in plastics, pharmaceuticals, agriculture, electronics, you name it. Chemicals are 
the basis of the materials we use and are the basis of our society and our economy.

Companies are seeing that to get product performance, the materials they use don’t 
have to harm human health and safety or damage the environment. They’re seeing 
that chemistry can improve product performance while also removing toxins. This is 
green chemistry. 

It’s important to remember that green chemistry isn’t a response to governmental 
regulations. Companies use green chemistry to embrace innovation. Great science 
over the past 30 years has given us the knowledge of how to design molecules so they 
aren’t toxic. Companies that are stepping back and are looking at ways to make these 
molecules safer for the Earth and for human health are also looking at how they can 
improve product performance at the same time.

Is green chemistry becoming mainstream
in business operations?
We are in the first steps on a thousand mile journey. For every one product or one 
process that has been reviewed, thought about and designed in a green chemistry 
framework, there might be 100 that have not been thought about in terms of green 
chemistry. By approaching their operations with green chemistry in mind, companies 
have successfully stopped using, literally, billions of pounds of hazardous substances. 
That’s amazing, but it’s only a fraction of what is possible. 

What are the biggest challenges that need 
to be overcome?
Raising awareness. I sometimes call it inertia. People are very comfortable doing 
things the way they’ve always done them, even if the new way is cleaner, more profit-
able and/or healthier. The challenge is getting people to embrace innovation.

Anything that powers our innovation engine is important, including the discovery 
of new green chemistry products and processes and translating those discoveries 
into practical application and commercial success. I would like to see marketing 
campaigns support green chemistry with the same vigor of campaigns that fight 
against environmental problems.

In your work, you see a lot of corporations in a lot of 
industries. What are some of the standout activities that 
are making a real impact on the future of the planet?
I could list off hundreds of companies, such as SC Johnson, that are looking at using 
green chemistry in their sectors, including electronics, automotive, agriculture, 
household and consumer goods companies, big box retailers and so on. 

The number of companies looking at green chemistry is large but still represents 
only the cutting edge. And then even within those companies, green chemistry often 
is applied to only a handful of the many, many products they make. 

How would you characterize SC Johnson’s work
in this area? And what else should we be doing? 
SC Johnson deserves tremendous credit for evolving from a point where it didn’t 
view itself as doing chemistry to understanding that it has a tremendous opportunity 
to use green chemistry to advance sustainability. 

When it developed its Greenlist™ process, for example, SC Johnson took an 
extremely important step in understanding where it is in order to better inform 
where it is going. That serves as an important compass to keep the company on 
track as it moves forward. 

SC Johnson also has shown that by sharing its knowledge and experience in the 
development of Greenlist™,  it can help other companies adapt Greenlist™ to 
their own purposes and follow SC Johnson’s leadership in pursuing sustainability 
in a way that meets environmental, economic and societal goals. The kind of 
leadership SC Johnson is showing means it’s making a serious commitment to 
continuous improvement.

To continue moving forward, SC Johnson should further infuse green chemistry 
and green engineering into all aspects of its culture. It should help drive the supply 
chain by setting the bar high and rewarding suppliers that make sustainable products 
and formulations. 
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       to grow 

Greener Products
D O I N G  O U R  P A R T

With our patented 
Greenlist™ process, 
SC Johnson continues 
to improve our products 
and minimize the 
impact they have on 
the environment and 
human health. Also, 
by participating in 
efforts such as the U.S.
EPA’s Design for the 
Environment program, 
we continue to ensure 
product development 
decisions are made for 
the next generation.

I N  B R I E F

Continually improving the profile of our products 
with our patented Greenlist™ process • Sharing
the Greenlist™ process with other organizations 
• Partnering for earth-responsible products
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S U G G E S T E D

             reading

“One of the powers of the Greenlist™ program is that it provides, for 
the first time, the opportunity to go beyond doing less bad to doing more good,
or in Five Winds terms, ‘value without burden.’ Another value of the 
Greenlist™ program is its flexibility and adoptability.’”  

– JIM FAVA, PH.D., MANAGING DIRECTOR OF FIVE WINDS INTERNATIONAL 
TURN TO PAGE 22 TO LEARN MORE

In 2006, SC Johnson received two Presidential awards 
for our innovative Greenlist™ process.

Honors for the Greenlist™ Process
Informed Choices, Better Products
By developing our groundbreaking Greenlist™ process 
in 2001, SC Johnson has been able to classify raw 
materials considered for use in the company’s products 
according to their impact on the environment and 
human health. 

Today, the Greenlist™ process provides ratings for 
more than 95 percent of the raw materials we use, 
including surfactants, solvents, propellants, insecticides 
and more. It is a computerized, global system that is 
integrated with all aspects of the company’s product 
development processes.

Our goal when we began the Greenlist™ process was 
that beyond meeting legal and regulatory requirements, 
we could increase year-on-year the percent of our raw 
materials that have the least impact on the environment 
and human health. We started at 12 percent in 2001 
and today we are at more than 34 percent. 

In fact, in just the past year we have improved numer-
ous products by using more materials that are rated 
“Better” or “Best” for the environment. In 2005/06 
SC Johnson used almost 64 million kilograms more 
“Best” materials than the previous year, and cut our 
already-low use of the lowest-rated materials by an 
additional 7 million kilograms. 

This progress continues – the Greenlist™ process 
enables SC Johnson scientists around the world to 
make sustainable raw material choices, helping protect 
the planet and its people while maintaining the high 
performance of our products.

And, we intend to keep the momentum going. In fact, 
SC Johnson’s newest environmental objectives target 
continuing, aggressive improvements over the next 
five years. By 2011, the company hopes to achieve a 
34 percent improvement on an already high benchmark.

Green to Gold
Yale University scholars 
Daniel C. Esty and Andrew 
S. Winston show how some 
of the world’s most famous 
companies – including 
SC Johnson – have tackled 
the issue of sustainability. 

Chairman and CEO Fisk Johnson, accepting the Ron Brown award.

The Greenlist™process has 
helped SC Johnson achieve a

400 percent 
increase in the percentage of our 

raw materials that are “Best” rated.

•   Presidential Green Chemistry Challenge Award
SC Johnson was honored in June 2006 with a 
Presidential Green Chemistry Challenge Award 
at the National Academy of Sciences.

  Established in 1996 by the 
U.S. Environmental Protection 
Agency, these awards recognize 
innovative chemical technologies 
that reduce pollution and improve 
the environment. 

On receiving the award, SC Johnson 
Chairman and CEO Fisk Johnson 
noted, “This recognition of our 
Greenlist™ process marks the 
continuation of our long-standing 
commitment to environmental leader-
ship. From product stewardship, to 
responsible energy use, to emissions 
reduction, SC Johnson’s efforts 
are helping to protect the world 
for future generations.”

The Presidential 
Green Chemistry 
Challenge Award

• Ron Brown Award for Corporate Leadership
SC Johnson received the Ron Brown Award for 
Corporate Leadership in January 2006 at a White 
House ceremony. It honors deep commitment to 
innovative programs that are right for business, people 
and communities. SC Johnson was recognized for 
our Greenlist™ process, through which we continue 
to lead with responsible raw material choices.
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How the Greenlist™ Process Works
The Greenlist™ process works by rating available 
ingredients considered for use in our products or 
reformulations, and making this information accessible 
to SC Johnson scientists around the globe. This enables 
them to continuously improve the environmental and 
human health profile of the company’s products while 
maintaining and improving the high performance of 
our products. Consumers get a more responsible product 
along with the performance excellence they trust and 
expect from SC Johnson. 

Through the Greenlist™ process, each raw material 
receives a rating from 3 to 0. An ingredient with a 3 
rating is considered “Best,” 2 is “Better,” 1 is “Accept-
able” and 0-rated materials are used only on a limited, 
approved basis when there is not a viable alternative.

Better, Best and Beyond 
Regulatory Requirements
When SC Johnson scientists create a new product or 
reformulation, they work to select raw materials rated 
“Better” or “Best.” When existing products are reformu-
lated, the scientist must include ingredients that have 
ratings equal to or higher than the original formula. 

This helps us go beyond regulatory requirements to 
continually make our products better. While some raw 
materials with a 0 score are not restricted by government 
regulatory requirements, over the years SC Johnson 

has decided to limit their use. Instead, we have chosen 
to work toward replacing these 0-rated materials with 
those that are more biodegradable and have a better 
environmental or health profile. 

Managing Challenges
Of course, like all companies, SC Johnson sometimes 
faces disappointment in our efforts. In recent months, 
for example, we partnered with a key supplier and 
spent nearly $1 million attempting to replace the 
0-rated ingredient Ethylenediaminetetraacetic acid 
(EDTA) in one of our bathroom care products due 
to its poor biodegradability. 

While we were able to identify a more preferable 
ingredient, the cost of using the new material increased 
the end product price for consumers so much that the 
reformulated product was ultimately rejected by our 
customers. As a result, EDTA continues to be used 
while we seek a more viable solution.

Beyond Raw Materials, Too
The Greenlist™ process was designed to contribute to 
improved choices not only inside SC Johnson but also 
in our supply chain. This allows consideration of more 
sustainable resources, including renewable materials. 
It also recognizes the value of suppliers that demonstrate 
a higher level of environmental responsibility, such as 
that confirmed by ISO 14001 certification.

D O I N G  O U R  P A R T

                 for Generations
More than 30 years ago, Sam Johnson took the bold 
step of removing CFCs from SC Johnson products 
three years ahead of the 1978 U.S. mandate. Today 
we continue to go beyond regulatory requirements. 
For example, in 2002 we phased out 100 percent 
of chlorine-based external packaging worldwide. 

SC Johnson developed the Greenlist™ process according to rigorous scientific best practice. It was created with 
input from recognized experts such as the United Kingdom’s Forum For the Future and the U.S. Environmental 
Protection Agency, as well as help from suppliers, university scientists and other organizations. In this way, we 
ensured the criteria used for rankings were meaningful, objective and valid.

In addition, SC Johnson continues to validate and improve the Greenlist™ process. It has been scientifically 
reviewed by organizations such as the Society of Environmental Toxicology and Chemistry, and World Wildlife 
Fund. We recently received third-party validation of the Greenlist™ process from the Green Chemistry Institute, 
a division of the American Chemical Society devoted to promoting and advancing green chemistry.

Validating the Greenlist™ Process

In 2005/06, SC Johnson cut our already-low use 
of the lowest-rated materials by an additional

7,000,000
kilograms.
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In our drive for continuous improvement, here are SC Johnson’s results for the 2005/06 fiscal year.

Total Environmental Classification Score Using the Greenlist™ Process

Baseline 2000/01
(kg of raw material by EC, 5 base categories)

8.0% better

4.0% best

17.0% 0-rated
materials 71.0% acceptable

Results for 2005/06  
(kg of raw material by EC, 5 base categories)

17.8% better

3.2% best

2.9% 0-rated materials
76.0% acceptable

All Categories 2005/06
(kg of raw material by EC, 17 base categories)

18.2% better

1.5% 0-rated materials
64.3% acceptable

16.1% best

While the Greenlist™ process is key to developing new 
products that are environmentally responsible, it also plays 
a vital role in the continual improvement of existing product 
formulas. Here are a few examples:

• Reformulated Pledge® aerosols in Europe to use com-
pressed air as the propellant, reducing the VOC content 
by more than 25 percent.

• Reformulated Raid® ant powder worldwide with a new 
active ingredient to eliminate the use of the 0-rated 
insecticide propoxur. 

• Phased out chlorine-based external packaging worldwide, 
including bleached paperboard containers and bottles 
made of polyvinyl chloride (PVC).

• Reformulated the European product 
Mr. Muscle® Shower Shine® bathroom 
cleaner with a new cleaning ingredient 
that provides increased biodegradability — 
98 percent in standard tests. 

• Reformulated the North American product 
Windex® glass cleaner to replace a 0-rated 
solvent, removing 1.8 million pounds of 
VOCs and increasing cleaning power by 
30 percent.

• Reformulated Pledge® Multi Surface
cleaner globally to increase biodegradability 
and reduce VOCs, while at the same time 
increasing cleaning power by 30 percent. 

The Greenlist™ Process Results

17
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The Greenlist™ process provides ratings for more 
than 95 percent of the raw materials in SC Johnson’s 
products, from Mr. Muscle® household cleaners, to 
Glade® air fresheners, to Ziploc® brand plastic bags. 
Among the ingredient categories we have rated are:

Company scientists are working on additional categories 
as well. Each category of raw materials is judged based 
on four to seven key criteria such as biodegradability and 
toxicity. Greenlist™ scores also take into account whether 
suppliers demonstrate high environmental performance, 
such as receiving ISO 14001 certification.

What We Track

In February, SC Johnson named Five Winds 
International as the company’s third-party adminis-
trator to license our patented Greenlist™ process to 
other companies royalty-free. Under the agreement, 
Five Winds will work with companies interested in 
licensing the Greenlist™ process to improve the 
environmental profile of their products.

“SC Johnson is very pleased with this partnership 
because we will now easily be able to share the 
Greenlist™ process to help other companies measure 
and improve the environmental impact of their prod-
ucts,” said Scott Johnson, Vice President of Global 
Environment and Safety Actions for SC Johnson. 
“We’re committed to environmental leadership and 
to the principle of sharing our sustainability practices 
so other companies can adapt or adopt our learnings 
into their operations.” 

It’s About Transparency
Sharing the Greenlist™ process with other companies 
is one more way SC Johnson continues to uphold the 
sustainability principle of transparency. Because the 
Greenlist™ process is highly flexible and adaptable, 
companies licensing the Greenlist™ process will be 
able to adapt the patented process to reflect their 
own unique chemicals and materials. 

The companies will also get a proven management 
system for establishing, evaluating and reporting on 
performance against measurable objectives. Companies 

looking to license the Greenlist™ process must be 
willing to establish measurable goals and report on 
them annually. As part of the collaboration, in addition 
to evaluating and recommending potential licensee 
candidates to SC Johnson, Five Winds International 
will extensively train participating companies on the 
Greenlist™ process and its implementation.

The Greenlist™ Process Adds Value
As it does for SC Johnson, the Greenlist™ process 
would add value to licensed users. From a consumer 
perspective, it helps consumers determine among the 
leading product choices which ones provide the best 
performance and cost while being formulated with 
environmentally responsible ingredients.

From a retailer perspective, the Greenlist™ process 
enables retailers to know they are providing environ-
mentally responsible products that really work, and 
products that are a good value for the consumer.

And when it comes to innovation, the Greenlist™
process particularly shines. Naturally, it can be used 
to identify and use new raw materials that are better 
for the environment. But equally important, it can help 
identify synergies between materials to make products 
that work better with fewer ingredients. This not only 
can enhance product performance and increase the 
environmental and health profile of a product, it also 
can result in reduced costs.

Sharing the Greenlist™ Process

• chelants 

• colorants

• dyes

• fragrances

• inorganic acids and bases

• insecticides

• non-woven fabrics

• packaging

• propellants

• preservatives

• resins

• solvents

• surfactants 

• thickeners

• waxes

“By approaching their operations with green chemistry in mind, companies 
have successfully stopped using, literally, billions of pounds of hazardous 
substances. That’s amazing, but it’s only a fraction of what is possible.”

– PAUL ANASTAS, DIRECTOR OF THE CENTER FOR GREEN CHEMISTRY AND GREEN ENGINEERING AT YALE
TURN TO PAGE 12 TO LEARN MORE
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Less than two years after SC Johnson became the first 
major consumer packaged goods company to partner 
with the U.S. Environmental Protection Agency’s Design 
for the Environment (DfE) program, five SC Johnson 
products have been named DfE partnership products.

The DfE program encourages individual companies 
and industry sectors to compare and improve the 
performance, human health profile and environmental 
responsibility of products, processes and practices. 

Partnership Products
SC Johnson’s initial partnership products last year 
included Shower Shine® Daily Shower Cleaner by 
Scrubbing Bubbles® and Scrubbing Bubbles® Soap
Scum Remover with Orange Action™.

This year, SC Johnson added all sizes and refills 
for Shout® trigger laundry stain remover, as well as 
Shout™ Citrus Action® stain remover and fantastik®

Oxy Power™ multipurpose cleaner.

The wide-ranging DfE partnership recognizes 
SC Johnson’s long-standing commitment to strive to 
formulate its products with environmentally preferable 
ingredients. It also makes provisions for the company 
to work with EPA chemists, environmental scientists 
and risk reduction staff in investigating materials that 
can further improve the health and environmental 
profiles of the company’s products.

Labeled for Recognition
As a result of being partnership products, the 
SC Johnson items may carry the DfE logo, which 
helps consumers identify products that have a more 
positive health and environmental profile than those 
typically found in many conventional cleaning products. 

“SC Johnson is very pleased to be able to continue 
the DfE partnership with the EPA as it underscores 
our long-standing commitment to bring consumers 
environmentally responsible products that work,” said 
Scott Johnson, SC Johnson’s Vice President of Global 
Environment and Safety Actions. “We encourage more 
companies to become involved in the DfE program and 
to integrate more environmentally responsible solutions 
into everyday business practices.”

Designing for the Environment
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Last fall, SC Johnson also achieved Charter for Sus-
tainable Cleaning membership with the International 
Association for Soaps, Detergents and Maintenance 
(A.I.S.E.), a European-based international association 
of companies in the soaps, detergents and maintenance 
products industry. 

Accreditation 
Underlines
Commitment
Accredited 
membership in 
the voluntary 
Charter program 
shows SC Johnson’s 
commitment to 
applying sustain-

ability thinking at every phase of the product lifecycle, 
starting with product design and continuing through 
manufacturing, use and disposal. The accreditation 
underlines SC Johnson’s long-standing commitment 
to formulating its products with more environmentally 
preferred ingredients. 

“The Charter for Sustainable Cleaning is a significant, 
Europe-wide initiative to improve the detergent indus-
try’s sustainability profile,” noted A.I.S.E in the press 
release about SC Johnson’s membership.

As part of participation, packaging for SC Johnson’s 
products may display the Charter logo, which helps 
consumers know the products were produced with a 
focus on improvements in human safety, environmental 
responsibility and other key aspects of sustainability, 
without compromising product performance.

Partnering for Sustainable Cleaning
“The Greenlist™ process has 
helped our team identify and 
prioritize alternative, renewable 
materials to evaluate both 
performance in the product 
and impact on the product’s 
environmental footprint.”

— MIKE, JEFF AND JIM

Pictured above, left to right, are Mike Colucci, Research 
Associate; Jeff Zettle, Senior Research Scientist and 
Jim Pawloski, Research Associate.

Because our Greenlist™
process is part of the company’s 
formal product development 

system, its use goes beyond policy: A product cannot 
be developed without evaluation by the Greenlist™
process. As an additional matter of policy, raw materials 
used for reformulation must have a better Greenlist™
rating than the original version of a product, and 
0-rated raw materials can only be used when there 
is not another viable option and when management 
approval is gained.

“  We welcome SC Johnson’s decision 
to join the Charter [for Sustainable
Cleaning], thereby adding to the 
significant number of companies
participating in this programme, 
and further strengthening the whole
industry’s ongoing commitment to 
making sustainable development 
a reality across a wide range of 
activities.”

– FROM A.I.S.E IN A PRESS RELEASE
ON THE ANNOUNCEMENT OF SC JOHNSON’S 

PARTICIPATION IN THE CHARTER
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When a raw material has a Greenlist™ rating of 0, 
scientists at SC Johnson make real efforts to avoid 
using it. 

Compliance with all legal and regulatory requirements 
is where we start. Although many of these low-rated 
materials are not restricted by government regulatory 
requirements around the world, over the years 
SC Johnson has tried to limit their use because 
we believe it’s the right thing to do.

We generally choose to replace these 0-rated materials 
with other options that are more biodegradable, safer 
for human health or have a better environmental profile. 

Here are a few examples:

• In 1993, we eliminated paradichlorobenzene 
(PDCB) in toilet products because it affects 

ozone in the upper atmosphere and is also a water 

contaminant that may accumulate in the food chain.

• In 2002, we eliminated polyvinyl chloride 
(PVC) from our packaging because it is not 

biodegradable and has been linked to health problems 

and other issues.

• Also in 2002, we eliminated chlorine-bleached 
paperboard packaging because the 

chlorine can cause contamination of air and water.

• In 2004, we eliminated the organophosphate 

insecticide DDVP because of links to human 

health and environmental risk.

• In 2006, we eliminated another insecticide, 

propoxur, because of its toxicity and 

persistence in the environment.

These Aren’t in Our ProductsParticipation Requires an Audit
Companies that market or distribute soaps, detergents, 
maintenance products or cleaning systems in the 25 
European Union countries, Iceland, Norway and 
Switzerland are eligible to apply for the Charter. 
Members voluntarily commit to delivering continual 
improvements that will benefit human health and 
the environment by creating less waste, using fewer 
resources and emitting fewer greenhouse gas emissions. 

Importantly, every Charter for Sustainable Cleaning 
member must pass a Charter “Entrance Check,” which 
is an on-site audit that verifies company practices 
adhere to Charter principles. In addition, to maintain 
our participation in the Charter, each year SC Johnson 
submits environmental performance data to A.I.S.E., 
to further demonstrate continual improvement.

As part of SC Johnson’s ongoing commitment 
to the Greenlist™ process and programs like the 
Charter, we have successfully increased the number 
of readily biodegradable surfactants used in many 
of our products including Mr. Muscle® Shower
Shine® bathroom cleaner and Mr. Muscle® kitchen 
cleaner. Readily biodegradable ingredients must 
biodegrade by at least 60 percent within 28 days. 
These Mr. Muscle® cleaning products now 
biodegrade by 90 percent or more.

• Institutionalized processes – a formal process like 
our Greenlist™ process enables tracking and brings 
rigor and consistency to stewardship efforts.

• Support for the system – incentives and conse-
quences drive usage and reporting of results.

• Transparency – a system that allows clear and 
simple tracking of product stewardship progress 

makes it easier to validate and to gain buy-in from 
those who implement it and are affected by it.

• Sharing the learnings – by transmitting insights 
throughout the supply chain, positive impact 
can be multiplied exponentially.

Best Practices of Product Stewardship

L E A R N  M O R E

SC Johnson’s web site 
includes information on the 
Greenlist™ process and 
other topics. Visit us at 
www.scjohnson.com

SC Johnson’s Greenlist™
process provides ratings for

17
categories
of ingredients, 

from dyes to solvents.
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A  Q & A  W I T H  J I M  F A V A ,  P H . D . , 

M A N A G I N G  D I R E C T O R  O F  F I V E  W I N D S  I N T E R N A T I O N A L

Q&A
Thoughts from an Expert… 

Five Winds International is one of the leading management consulting firms 
focused on helping organizations improve the economic, environmental 
and social performance — the sustainability — of their operations, products 
and services. SC Johnson recently named Five Winds International as the 
company’s third-party administrator to license the Greenlist™ process to 
other companies royalty-free.
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What is the single most important thing companies 
should be doing over the next 10 years to operate 
more sustainably?
Companies should collaborate to manage the environmental and social footprint of the 
entire value chain, not just their individual positions within it. While companies have 
made a solid effort to understand and improve the footprint associated with their own 
operations, the most important thing a company can do over the next 10 years is to 
have a fact-based understanding of the entire impact they have over their value chain, 
and then take action in situations where those impacts are deemed unacceptable. 

As we in the developed world continue to source product and raw materials from the 
developing world, we have a unique opportunity to use our financial and economic 
power to influence the environmental and human rights practices of our suppliers. 
Working with major suppliers and even second-tier suppliers to identify opportunities 
to improve their social practices is a powerful, positive influencing force to drive triple 
bottom line thinking throughout the supply chain.

From your perspective, what are the most significant 
current trends in sustainable best practices?
Greenhouse gas management and energy security. With the increased attention, 
concern and commitment to addressing climate change, the most significant current 
trend is to understand market and regulatory requirements. Knowing how to effectively 
manage your climate change risks and opportunities is an important aspect of staying 
competitive. Will you have the energy to power your manufacturing sites? Will you 
have the basic feedstock materials to provide your raw materials? Are bio-based 
materials and energy sources really sustainable in the long term?

An excellent example is SC Johnson’s waste-to-energy system at Waxdale – it’s good for 
the economy, environment and community. The ability to manage your GHG emissions 
and ensure energy security are fundamental to ensuring a sustainable business.

What are the biggest challenges that need to be 
overcome, and what will it take to overcome them?
Educating the consumer is the most challenging prospect. We need to empower 
individuals to take action. Individuals called to action are a powerful force. Each 
one alone wants to do the right thing but feels powerless to accomplish anything. 
Yet, together, they can create a societal change.

What role does best practice sharing have on the future 
of sustainability, and what makes it work? 
Collaboration is one of the keys to lasting systemic change. But sometimes it is 
hard to share “best practices” with others in different geographies and cultures. What 
often works is sharing performance expectations and possible ways of achieving them, 
and then letting each group develop their own practices appropriate to their customs 
and language.

Five Winds will be helping SC Johnson share its 
Greenlist™ process with other companies. How do 
you expect this to affect other companies?
We expect the impact of Greenlist™ on product design and material sourcing to be 
significant. Greenlist™ relies on the collaborative identification of preferred materials 
while protecting the intellectual property of the formulators and designers. 

We have been working for years to identify our environmental footprints and then 
develop solutions to reduce those impacts – in other words – to do less bad. One 
of the powers of Greenlist™ is that it provides, for the first time, the opportunity to 
go beyond doing less bad to doing more good, or in Five Winds terms, “value without 
burden.” Another value of the Greenlist™ process is its flexibility and adoptability. 

Other companies that are interested in licensing Greenlist™ will have a patented 
process that can be modified to reflect the companies’ own unique chemicals 
and materials, which at the same time serves as a proven management system for 
establishing, evaluating and reporting on performance against measurable objectives. 
From my perspective, Greenlist™ is one of the most exciting breakthroughs in 
sustainability over the last few years. 

What advice do you have for other companies
that want to develop and share best practices? 
Sustainability is a journey. Each company or individual is going to be at a different 
level of knowledge and awareness of their sustainability issues. Before one approaches 
a vendor, site manager or customer, it is important to understand their current knowl-
edge – for example, if a manager has never had to deal with environmental issues, 
asking that person to design parts with a reduced environmental footprint might be 
too big a leap. Sharing practices that will help evaluate and understand the risks to 
the environment from their current operations would be a value. As they continue 
to learn, moving along a journey that includes further incorporation of environmental 
and social considerations into their operations, new product innovation, marketing 
and procurement business practices will follow.
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       to conserve 

 Critical Resources
D O I N G  O U R  P A R T

Doing our part means 
doing more than simply 
producing innovative 
and environmentally 
responsible products. 
It means winning in 
the marketplace at 
the same time that 
we reduce our energy 
consumption and 
minimize the emissions 
and greenhouse gases 
associated with our 
operations.

I N  B R I E F

Using less fossil fuel • Reducing greenhouse 
gas emissions • Investing in new ways to power 
our operations • Eliminating waste
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For decades, SC Johnson has been a leader when 
it comes to policies and practices that protect the 
environment. From eliminating chlorofluorocarbons 
in our aerosols worldwide in 1975, to joining as a 
charter member of the U.S. EPA’s Climate Leaders 
program in 2002, to launching cogeneration as a power 
source in 2003, we continue to build on the momentum 
of our environmental commitment.

Our Next Five Years 
On the heels of surpassing our 2005 Climate Leaders 
objectives, SC Johnson now has announced aggressive 
new emissions and energy use reduction goals (see 
box, right).

“These are among the most aggressive goals in our 
industry,” notes Fisk Johnson, Chairman and CEO. 
“They will enable us to continue building on the 
momentum created since we established and then 
surpassed our 2005 goals.” 

Committed to Stretch Goals 
Achieving these goals won’t be easy. As a leader 
in environmental responsibility, SC Johnson long 
ago captured the simple solutions for reducing energy 
and minimizing emissions. What remain are stretch 
goals that will take innovation and investment, 
as well as the participation and agreement of 
a variety of other players.

As an example, we are looking at implementing a 
300-foot-tall wind turbine at one of our factories in 
Europe. On a typical day, it could provide 100 percent 
of the factory’s electricity requirements and reduce 
greenhouse gas emissions by 45 percent versus year 
2000 levels. 

To receive permits for this and other projects under 
consideration, SC Johnson must complete a rigorous 
defense of the project including urban development, 
public hearings and more. But our commitment is 
strong, and we look forward to launching innovative 
programs like this in the future.

As a family company, SC Johnson is concerned about emissions, 
waste, energy use and climate change — not just for today, but 
for future generations.

“[The private sector] will be a major player in developing products, 
technologies and services that sustain ecosystem services. In the near 
term, we must accelerate efforts to reduce energy consumption, increase 
energy efficiency and move to non-fossil-fuel-based sources that are 
environmentally benign.”

– JANET RANGANATHAN, DIRECTOR OF THE WORLD RESOURCES INSTITUTE’S PEOPLE AND ECOSYSTEMS PROGRAM 
TURN TO PAGE 30 TO READ MORE

By 2011, SC Johnson aims to achieve the following 
important advances:

Reduce combined air emissions, 
water effluents and solid waste by 
50 percent as a ratio to production 
versus our 2000 baseline.

Achieve our Climate Leaders goal 
to reduce U.S. greenhouse gas emis-
sions by 8 percent on an absolute 
basis versus our 2005 baseline.

Reduce  greenhouse gas emissions 
from all worldwide factories by 12 
percent on an absolute basis versus 
our 2000 baseline.

Source 40 percent of our global 
electricity from renewable energy.

Our New Goals
Being More Resourceful
About Conserving Resources
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“At Shanghai Johnson, we established a goal of 
reducing the ratio of greenhouse gas emissions to 
production levels by 5 percent annually between 
2000 and 2005, and cutting fossil fuel use as a 
ratio to production by 11 percent.

“By looking at all the different ways our plant uses 
energy, we were able to implement energy-saving 
projects like energy-efficient lighting fixtures, curtains 
to reduce heat loss through doorways, solar energy 
water heaters and more. 

“The energy savings from these and other projects 
add up quickly and help SC Johnson reduce its 
overall energy consumption.

“By 2005, Shanghai Johnson met its reduction 
goals and we have committed to reducing the ratio 
of fossil fuel energy and greenhouse gas emissions 
versus production by 8 percent this year. The team 
also plans to increase renewable energy use by 
5 percent.”

SC Johnson 
China
is reducing
emissions
SHENG YI LING, 
TECHNICAL RESOURCES 
DEPARTMENT MANAGER – 
SC JOHNSON CHINA

“By setting aggressive goals, 
SC Johnson demonstrates that 
a company can be a business leader 
as well as an environmental leader.”  

– BILL WEHRUM, 
EPA’S ACTING ASSISTANT ADMINISTRATOR 

FOR AIR AND RADIATION
IN A MARCH 2007 PRESS RELEASE ABOUT 

SC JOHNSON’S NEW CLIMATE LEADERS GOALS

Here is SC Johnson’s 2006 progress against our new five-year reduction goals.

Tracking our Progress

Above are SC Johnson representatives with Marcus Peacock, 
Deputy Administrator of the U.S. EPA (second from left) at the 
2007 Climate Leaders Partnership Meeting.

Greenhouse Gas 
R E D U C T I O N  –  U . S .

From 2000 to 2005, SC Johnson reduced U.S. greenhouse 
gas (GHG) emissions on an absolute basis 17 percent versus 
a goal of 8 percent.

GOAL: By 2011, reduce on an absolute basis U.S. GHG 
emissions another 8 percent versus the 2005 baseline.

2001

2002

2003

2004

2005

2 0 -2 -4 -6 -8 -10 -12 -14 -16 -18

-.4%

+1.5%

-1.9%

-1.3%

-17%

2006

2007

2008

2009

2010

G
O

A
L

0 -1 -2 -3 -4 -5 -6 -7 -8 -9 -10

-2.4%

Waste and Emissions 
R E D U C T I O N

From 2000 to 2005, SC Johnson reduced worldwide waste 
and emissions by 33.71 percent.*

GOAL: By 2011, reduce combined air emissions, water effluents 
and solid waste by 50 percent versus the 2000 baseline.*
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* As a ratio to production.
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D O I N G  O U R  P A R T

                      for Generations
Since August 2005, SC Johnson’s two cogeneration 
turbines together have produced the daily base load 
of electricity for the company’s largest production 
facility, Waxdale, which is located in Wisconsin near 
the company’s headquarters.

The cogeneration turbines not only could keep the 
facility up and running during a long blackout, they’re 
saving SC Johnson millions of dollars each year. From 
an emissions reduction perspective, this is like taking 
5,200 cars off the road or returning 298 railroad cars 
full of coal to the ground annually.

SC Johnson has formal policies 
regarding environmental protection, 
and has a wide range of guidelines 

and training programs on topics ranging from minimizing 
emissions, to reducing waste and managing energy, to 
safeguarding rivers, lakes, wetlands and oceans. Alignment 
with these policies is audited at SC Johnson factories 
around the world at least once every five years. In addition, 
the company’s highest management committee regularly 
checks progress with a scorecard designed to track 
safety, health and environment status.

• Set targets and audit them 
annually to ensure progress — 
what gets measured gets done.

• Make process improvements –
even small changes like turning off 
lights and machinery when not in 

use can have a significant impact 
on greenhouse gas emissions.

• Explore partnerships that drive 
progress – SC Johnson has par-
ticipated in the U.S. EPA’s Climate 
Leaders program since 2002.

• Shop green energy options –
while not every company can 
produce its own power, as 
SC Johnson does, wind, solar 
and other renewable energies 
can be sourced.

Best Practices in 
Reducing Emissions and Consumption

Greenhouse Gas 
R E D U C T I O N  –  W O R L D W I D E

From 2000 to 2005, SC Johnson reduced GHG emissions 
42 percent from our largest seven factories worldwide,* 
for a 34.17 percent absolute reduction.

GOAL: By 2011, reduce GHG emissions for all worldwide 
factories by 12 percent versus the 2000 baseline.
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Global Renewable 
E N E R G Y

From 2000 to 2005, SC Johnson reduced fossil fuel use 
by 33.65 percent at our largest seven factories worldwide,* 
for a 24.7 percent absolute reduction.

GOAL: Now we are focusing on using more good: By 2011, 
we want to source 40 percent of our total electricity usage 
worldwide from renewable energy.
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* As a ratio to production. * As a ratio to production.
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D I D  Y O U  K N O W ?

Under international greenhouse gas accounting methods 
developed by the Intergovernmental Panel on Climate 
Change, biogenic carbon like that from palm shells is
considered part of the natural carbon balance and does 
not add to atmospheric concentrations of carbon dioxide. 

Following on the heels of our successful cogeneration 
program, SC Johnson continues to invest in other 
innovative green energy initiatives. In Indonesia, our 
facility in Surabaya is switching from diesel to natural 
gas as a source of energy. In Medan, Indonesia, we hope 
to significantly cut use of fossil fuels by deriving energy 
from biomass.

Over the last few months, the company’s production 
facility in Medan has been installing a state-of-the-art 
new burner/boiler system that runs on palm shells, as 
well as a storage facility that will house the palm shells 
and equipment. 

The Case for Palm Shells
Palm shells are the remaining waste of the palm oil 
industry. The highest concentration of palm plantations 
is in Sumatra, Indonesia around Medan, and SC Johnson 
would like to identify a sustainable source of the shells to 
help fuel our operation there. 

As a waste product, palm shells are often burned under 
uncontrolled conditions. By using them as a fuel source 
for one of our largest manufacturing plants, SC Johnson 
is transferring a former waste product into a part of the 
value chain with minimal environmental impact.

Managing Challenges
As a result of this project, we hope that ultimately we 
will be able to eliminate greenhouse gas emissions and 
at the same time significantly reduce energy costs. In 
fact, we expect this project could pay back its cost within 
a single year. SC Johnson is putting supply chain policies 
into effect to ensure a sustainable supply of the fuel. 
As a result, while we have already invested in the infra-
structure for biomass power, we will not be initiating 
the project until sustainability is ensured.

The Benefits of Biomass

By switching to palm shells as a fuel source, 
SC Johnson could eliminate all the CO2

emissions associated with diesel oil. That’s

22.4
pounds of CO2 per gallon.

Over the past year, SC Johnson has constructed a building 
at our Medan, Indonesia plant to house a palm shell burner 
that would generate power. 

How
Does Our 
Cogeneration
Work?
Here’s how 
SC Johnson’s 
turbines convert 
methane gas into 
valuable energy.

Garbage is collected and 
taken to a public landfill.

L E A R N  M O R E

SC Johnson’s web site is 
helping spread the word 
about environmental respon-
sibility. Visit our site by going 
to www.scjohnson.com
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SC Johnson was recognized in 2007 by the Center for 
Resource Solutions for using Green-e certified energy 
at its largest global manufacturing plant. 

The plant, which is called Waxdale and is located 
in Sturtevant, Wisconsin, stretches across 2.2 million 
square feet. Waxdale produces more than 70 million 
cases of product annually, including such leading 
brands as Windex® glass cleaner, Scrubbing Bubbles®

bathroom cleaner and OFF!® insect repellents.

Turning Methane into Megawatts 
SC Johnson achieved the recognition due to its lead-
ing-edge cogeneration power project. Since 2005, the 
company has been generating the average daily base load 
of electricity for Waxdale and between half and all the 
steam needed for operations, using two cogeneration tur-
bines that are fueled by natural gas and waste methane 
from a local public landfill. (See illustration, below.) 

Together SC Johnson’s two cogeneration turbines not 
only deliver 6.4 megawatts of electricity and nearly 
40,000 pounds per hour of plant steam, they also remove 
52,000 tons of greenhouse gases annually, reduce the 
company’s reliance on coal-fired electricity and save 
SC Johnson millions of dollars each year.

Green-e Means Green-er 
The Green-e program is the 
leading renewable energy 
certification and verifica-
tion program in the United 
States. It is administered 
by the Center for Resource 
Solutions and provides 
independent, third party 
certification to ensure 
renewable energy meets 
strict environmental and 
consumer protection standards.

SC Johnson is now a participant in the Green-e 
consumer labeling program, and will be able to display 
the Green-e logo on its products. The logo is a well-
recognized symbol for renewable energy excellence, 
and helps consumers to easily identify consumer 
products that are produced by companies that use 
renewable energy.

As a participant in the Green-e program, SC Johnson 
will undergo an annual verification audit that documents 
that the company continues to generate enough renew-
able energy to meet demand.

Certified: Renewable
Bringing Leadership
          to Facilities, Too
When SC Johnson added a new addition to its Childcare 
Learning Center in Racine, Wisconsin in 2006, we applied 
for our company’s first Leadership and Environmental 
Design (LEED1) certification. The addition would also 
become one of the first LEED1-registered new construc-
tion buildings in Wisconsin.

The U.S. Green Building Council’s LEED1 Green 
Building Rating System™ is the nationally accepted 
benchmark for the design, construction and operation 
of high-performance buildings. 

Our new Childcare Learning Center addition includes 
environmentally responsible features such as a solar-heat-
ed hot water system, landscaping to minimize the need for 
air-conditioning in the summer, water-efficient landscaping 
and areas for the collection and storage of recyclables.

The 10,000-square-foot wing provides 10 new class-
rooms and additional storage space, ensuring SC Johnson 
continues to have space for employees’ children without
a waiting list.

1 LEED is a trademark of the U.S. Green Building Council.

Over time, decaying organic 
matter in the landfill produces 
methane gas.

Rather than allowing 
the methane to be 
destroyed in a flare at 
the landfill, we pipe it to 
the cogeneration plant.

The landfill gas runs through 
one of our two turbines.

The turbines generate power 
for the Waxdale plant.

SC Johnson’s 
new addition to our 
Childcare Learning 
Center would be our 
first LEED-certified 
building.
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A  Q & A  W I T H  J A N E T  R A N G A N A T H A N , 

D I R E C T O R  O F  T H E  W O R L D  R E S O U R C E S  I N S T I T U T E ’ S 

P E O P L E  A N D  E C O S Y S T E M S  P R O G R A M

Q&A
Thoughts from an Expert… 

The World Resources Institute (WRI) works to move human society to 
live in ways that protect Earth’s environment and its capacity to provide 
for the needs and aspirations of current and future generations. Its People 
and Ecosystems goal is to reverse rapid degradation of ecosystems and 
assure their capacity to provide humans with needed goods and services.
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What is the single most important thing companies 
should be doing over the next 10 years to operate 
more sustainably?
If nature had a control panel monitoring the status of ecosystem services – the benefits 
nature provides to people such as fresh water, food, water regulation, pollination and 
spiritual values – nearly two-thirds of the lights would be flashing red. These are the 
findings of the Millennium Ecosystem Assessment, the first global assessment of the 
condition and trends of ecosystems and the services they provide. Every business should 
be examining its dependence and impact on ecosystem services and developing appropriate 
responses to the business risks and opportunities associated with ecosystem degradation. 

From your perspective as an expert in this field, 
what are the most significant current trends in addressing 
climate change?
In the United States, the emphasis has moved from voluntary to mandatory and from 
state-based to federal approaches – emissions limits, stricter energy-efficiency standards 
for automobiles and buildings and incentives for using non-fossil-fuel-based energy sources. 
Climate change, energy and security issues will increasingly be conflated in policy 
making. The debate has moved from whether to reduce emissions to how to stabilize 
atmospheric greenhouse gas concentrations and adapt to the effects of climate change. 

What are the biggest challenges that need to be overcome? 
Where do you think greater investment is needed?
In the long term, our biggest challenge is adapting to the inevitable impacts of climate 
and ecosystem change. Investment is needed to restore and enhance the capacity of 
ecosystems to meet the needs of a growing population in the face of uncertainty over 
climate change. The private sector both depends on and affects ecosystems. It will be 
a major player in developing products, technologies and services that sustain ecosystem 
services. In the near term, we must accelerate efforts to reduce energy consumption, 
increase energy efficiency and move to non-fossil-fuel-based sources that are environ-
mentally benign. 

Addressing climate change and sustaining corporate
growth are not mutually exclusive. What successes
have you seen companies have in driving growth 
while curbing emissions and energy consumption?
I would go further and say that sustaining corporate growth must go hand-in-hand 
with addressing climate change. We care about climate change because it impacts 
ecosystems and their capacity to provide the services that underpin economies and 
human well-being. Trailblazing companies are those that have committed to absolute 
emissions reduction targets, while continuing to grow – such as Toyota, BP and 
SC Johnson. Mother Nature doesn’t care about emissions reductions per dollar 
of revenue or tonne of output, just whether or not emissions are reduced overall. 

What is the future of responsible operations? 
Companies can start by measuring their greenhouse gas emissions, including those 
associated with their products and supply chain. This will identify the major risks 
and opportunities facing the company. The next step is to set an aggressive emissions 
reduction target and to publicly report on emissions and progress toward the target. 
Companies can also play a constructive role in advocating for responsible public policy 
on climate change. This will create regulatory certainty, even the playing field, bring 
in the laggards and reward those companies that took voluntary action.

How do SC Johnson’s efforts compare with other 
companies’ initiatives? What should SC Johnson 
and other companies explore next?
SC Johnson has been a leader on many of the environmental issues that WRI has 
championed. It committed to eliminating CFCs from its aerosol products three years 
before the U.S. mandate. It opened up its financial ledgers to WRI as part of a study 
to improve how companies account for environmental costs. It stepped up to the plate 
to road-test a corporate greenhouse gas accounting standard developed by WRI and 
the World Business Council for Sustainable Development. 

What next? Global ecosystem degradation is an issue in need of leadership from within 
the corporate community. As a family-owned company that takes a longer-term view 
of the business horizon, SC Johnson is well positioned to raise awareness of the problem 
and to advance solutions to sustain ecosystems and the services they provide that we all 
depend upon.
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       to prevent 

Dangerous Diseases
D O I N G  O U R  P A R T

Insect-borne diseases 
like malaria and 
dengue are a critical 
public health issue 
that affects millions 
of people every year. 
As the world’s leading 
marketer of household 
insect control products, 
SC Johnson is doing our 
part to prevent these 
dangerous diseases 
while creating sustain-
able business value all 
around the globe.

I N  B R I E F

Developing innovative products that keep families 
safe • Investing in education about malaria, dengue 
and asthma • Donating products for those who 
need protection most



GROWING GREENER PRODUCTS • CONSERVING CRITICAL RESOURCES • PREVENTING DANGEROUS DISEASES • CREATING STRONGER COMMUNITIES • OFFERING GREAT PLACES TO WORK

33

D
O

IN
G

 O
U

R
 P

A
R

T 
TO

 P
R

E
V

E
N

T 
D

A
N

G
E

R
O

U
S

 D
IS

E
A

S
E

S
S

C
 J

O
H

N
S

O
N

According to world health authorities, it is estimated that African 
children have between 1.6 and 5.4 episodes of malarial fever 
each year.

S U G G E S T E D

             reading

To learn more about malaria, 
dengue and asthma, visit 
www.who.int or www.cdc.gov 

“The two most important areas that need to be 
addressed over the next 10 years are public education
about the personal actions people can take to 
prevent diseases, and . . . research to identify new 
active ingredients for pest control and insecticides.”

– GENE BRANTLY, PROGRAM DIRECTOR FOR RTI INTERNATIONAL’S 
MALARIA & VECTOR-BORNE DISEASE CONTROL PROGRAM 

TURN TO PAGE 40 TO READ MORE

SC Johnson’s insect control innovations do more than 
merely reduce a nuisance. They help prevent insect-borne 
disease around the world through improved performance, 
products that are easier to use and, for lower-
income areas, lower-cost options that make 
protection more affordable for more people. 

Here are some recent new products that are 
helping protect consumers:

• New OFF!® FamilyCare Smooth & Dry
repellent eliminates the wet, sticky feeling 
of many repellents with a dry, powder-based 
formula that dries on contact. Also from the 
OFF!® FamilyCare line are towelettes that 
offer convenient, easy application for families 
on the go.

• Raid® Liquid Electric
repellents are low-cost liquid 
electric heaters and refills 
that outperform mosquito coils 
but can be purchased at a 
similarly low price, meaning 
better, affordable protection 
from diseases like malaria. 

• New Raid® Ant and Roach insecticide
in lemon fragrance means consumers 
can protect their families from invading 
insects like cockroaches, without a strong 
insecticide smell. 

Investing in Innovation 
Growing While Doing Good
In many countries around the world, mosquito bites 
can lead to a dangerous and potentially fatal disease – 
from malaria, to dengue fever, to encephalitis and more. 
Elsewhere, cockroaches hiding in urban homes are the 
number one trigger of asthma attacks among children.

Yet, these public health menaces can be greatly miti-
gated through providing consumers with protection from 
insects. That’s why one of SC Johnson’s key sustainable 
development platforms is helping minimize insect-borne 
diseases in high-risk areas of the world, while at the same 
time bringing sustainable value and growth to our insect 
control business.

Our insect control brands include Baygon®, Raid®,
Autan® and OFF!® products. Within these brands, 
the company’s sprays, traps, coils, electrics and personal 
repellents are effective tools in the prevention of insect 
bites as well as protection from disease and irritation 
related to cockroaches, flies, bees, ticks, moths and 
other insects. 

It’s not just about products. SC Johnson also invests 
in education and programs that help build awareness 
of dangerous diseases, helping protect the health of 
families in many places around the world. 

Each year, mosquitoes contribute 
to the transmission of diseases 

affecting more than

500,000,000
people worldwide.
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According to world health authorities, between 
350 and 500 million cases of malaria occur worldwide 
each year. Malaria kills more than a million people 
each year, most of whom are children under age five 
living in Africa.

Three years after the start of the Healthy Children, 
Healthy Homes™ program to increase malaria 
prevention knowledge in South Africa, we’re seeing 
a positive impact.

Educating about Health
The Healthy Children, Healthy Homes™ program is 
a collaborative effort between the Raid® insect control 
brand, South Africa’s National Department of Health, 
the Medical Research Council and RTI International. 
It is a community-based malaria education program and 
has reached more than 600,000 South Africans.

Taking prevention messages, posters, giveaways and games 
into more than 350 schools, trainers and educators have 
taught children and their parents how to prevent being 
bitten by mosquitoes and identify symptoms of malaria. 
The program also emphasizes the importance of comply-
ing with prescribed medical treatment.

Over the past three years, the program has targeted 
three South African provinces with endemic malaria 
– Mpumalanga, Limpopo and Kwazulu-Natal. An 
assessment of participants in these areas showed the 
Healthy Children, Healthy Homes™ program is 
making a measurable difference.

Training Makes an Impact
About 74 percent of school children and 81 percent 
of adults who received the Healthy Children, Healthy 
Homes™ training could name at least three effective 
methods for preventing malaria. That’s more than 
quadruple the percentage before participation.

Prior to the program, more than 60 percent of adults and 
children assessed could not provide a reason to comply 
with medication to treat malaria. After participating, 
that number had dropped to just 12 percent.

From a business perspective, the Healthy Children, 
Healthy Homes™ program also is providing value. 
It is helping establish the Raid® insect control brand 
as the authority for protection from mosquitoes, and 
driving increased awareness of the brand with a new 
base of consumers. 

Managing Challenges
While the Healthy Children, Healthy Homes™
program is having a positive health impact, like any 
sustainable development effort it must also provide 
value to the business. And while pleased with some 
results, we continue to learn as the program continues 
to grow and develop.

Through the program, both the importance of mosquito 
protection and consumer awareness of the Raid® insect 
control brand have spread. However, nearly half of South 
Africa’s insect control product purchases are made at small 
shops without Raid® insect control distribution. As a 
result, our competitors are benefiting financially from 
the Healthy Children, Healthy Homes™ program, too.

SC Johnson is evaluating distribution options to enhance 
the sustainable value of the program.

Independent assessments 
of the Healthy Children, 
Healthy Homes™ program 
by RTI International 
show these results: 

• Community member 
understanding of malaria 
prevention options 
increased seven times.

• Recognition of signs
and symptoms of malaria 
increased nine times.

Healthy Children, Healthy Homes™ in South Africa

More than 

600,000
South Africans have learned about malaria 

prevention and treatment through the 
Healthy Children, Healthy Homes™ program.
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In the village of Tafo in Ghana, SC Johnson is now 
transitioning to community-management the successful 
mosquito trap test we have been funding since 2003.

SC Johnson purchased and set up portable mosquito 
traps to understand their impact on malaria in a defined 
community. As part of the program, a local medical clinic 
collected data on local malaria incidence.

Protecting with Traps 
The results are definitive. Since 2002, the traps have 
protected an area where about 2,700 people live. Our 
statistical analysis shows that since 2002, about 6,000 
malaria cases were prevented among these residents. 
Likewise, the incidence trend has been notable. While 
total incidents of malaria in the unprotected area served 
by the same clinic have risen, in the trap test area there 
has not been a corresponding increase.

SC Johnson’s sponsorship of the Tafo test included 
purchasing and placing the traps, sponsoring their use 
and maintenance, providing propane for trap fuel and, 
in 2004, providing a gas supply tank as a continuing 
source of propane for the traps and the community. 

Encouraging Community Growth
In keeping with sustainable development principles, 
our ultimate goal was to transition the program to the 
community so its impact would continue, and this has 
been accomplished. 

Being a community-managed effort has led to local 
economic value in the form of new jobs to manage 
the propane supply and the ongoing maintenance of 
the traps.

Proving the Power of Traps

TRAPS INSTALLED

2002 2003 2004 2005 2006
0.0

0.1

0.2

0.3

0.4
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0.6

0.7
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0.9

Average ratio before traps

Average ratio after traps

Ratio of malaria prevalence in 
test area vs. broader community

The Healthy Children, Healthy Homes™ program uses a variety 
of handouts and posters to improve knowledge of different malaria 
prevention methods and encourage their use. The goal also is for 
participants to take the materials home and share them with friends, 
families and neighbors.

Education
M A K E S  A N  I M P A C T

After participating in the Healthy Children, Healthy 
Homes™ program, participants’ awareness of 
malaria prevention methods more than quadrupled.

before participation after participation

SCHOOL CHILDREN

15%

74%

ADULTS

13%

81%

0 10 20 30 40 50 60 70 80 90 100
Awareness of Malaria Prevention

The Tafo propane tank 
and gas house provided 
by SC Johnson are now 
managed by the community.

Traps Offer 
P R O T E C T I O N  I N  G H A N A
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Best Practices of the 
SC Johnson Philippines 
IWAS Dengue program 
• Integrated, themed marketing program

• National hotline sponsored to track outbreaks

• Free house-to-house spraying

• Television, radio and print messages

• Collaboration with health authorities for 
public service messages

• Engaging, educational demonstrations

• Product sampling

• Merchandising and events in stores

Working to Defeat Dengue
The mosquito-borne infection dengue is found in 
about 100 tropical and subtropical areas of the world 
today, including Africa, parts of Asia, the Middle East, 
the Caribbean and Central and South America. In 
fact, as many as 100 million cases of dengue fever are 
reported each year, and at least 20,000 people die from 
dengue annually.

With this important health threat in mind, eight years 
ago SC Johnson Philippines pioneered an innovative 
brand campaign, targeting its Baygon® insect control 
products against dengue. Over time, this initiative 
has become both a public health program and a brand 
strategy – culminating in a powerful sustainable develop-
ment initiative that creates value for consumers and 
company alike. 

Offering Education and Protection 
Today, SC Johnson Philippines’ “IWAS Dengue” program 
reaches more than 100,000 households a year. It includes 
three key elements: free spraying in areas experiencing 
an outbreak, insect repellent sampling and distribution 
of educational materials. In recent years it has also added 
educational programs in schools.

SC Johnson companies in other parts of Asia have modi-
fied the IWAS Dengue program for their own communi-
ties as well, reaching consumers in Thailand, Cambodia, 
Singapore, Vietnam, Indonesia and other areas.

The benefits are many. First, and vital to sustainable 
development, the program has benefited SC Johnson’s 
business. Market research indicates the Baygon® insect 
control brand is seen to be more dependable, confident, 
trustworthy, powerful, fast acting and long lasting than 
its competitors – characteristics SC Johnson Philippines 
credits in large part to IWAS Dengue.

Making Prevention Tips Memorable
Importantly, SC Johnson is also helping fill a need of 
global and local public health agencies whose budgets 
are stretched thin by competing priorities. Our consum-
er-friendly products and ability to communicate serious 
health-related messages in an entertaining way – such as 

having a mosquito mascot co-lecture with a public health 
professional – make prevention measures memorable. 

In addition, as the campaigns have grown, they have 
had a positive economic impact. For example, the IWAS 
Dengue campaign in the Philippines leads to 60 seasonal 
jobs supporting the campaign.

Being Ready When Needed 
The company also educates about dengue through prod-
ucts and promotions in other countries. For example, 
SC Johnson Mexico dedicates part of its marketing 
budget each year to educating about dengue. 

The company’s Raid® and Baygon® insect control 
products are identified with a special anti-dengue logo, 
and SC Johnson Mexico stands ready throughout the 
dengue season to launch in-store education programs 
wherever dengue begins to spread. 

Still, there is more to be done. SC Johnson is pleased to 
have had some notable successes with dengue prevention 
programs, and through these programs our pest control 
brands have become known to millions as one of the 
best forms of protection against dengue infection.

These and other efforts must continue. According to 
some reports, health workers today are seeing four times 
as many cases of dengue fever as they did 30 years ago. 
Dengue represents an increasing health threat, and 
one that cannot be ignored.

Along with working to prevent insect-
borne diseases, SC Johnson is con-
tinuously improving the environmental 

profile of our insecticide and repellent products. In keeping 
with product development guidelines, new products must 
have equal or better-rated materials than their predeces-
sors as measured by SC Johnson’s Greenlist™ materials 
classification process.

L E A R N  M O R E

Part of managing mosquitoes 
is eliminating standing water 
where they can lay eggs. Visit 
SC Johnson’s web site at 
www.scjohnson.com

D I D  Y O U  K N O W ?

2.5 billion people live in areas at risk of dengue transmis-
sion. Mosquito bites can be prevented with personal repel-
lents, insecticide-treated bed nets, indoor spraying, mosquito 
traps and by eliminating mosquito larvae.

In Indonesia, the Baygon® insect control brand sponsors a 
variety of educational programs designed to raise awareness 
about protection from mosquitoes that can carry dengue.
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“This year, dengue fever peaked in Ho Chi Minh City 
and some neighboring areas in Vietnam. A total of 
28,000 dengue victims suffered in Vietnam, with 
4,000 in Ho Chi Minh City alone. The figures indi-
cated a dengue epidemic spanning the country. 

“To help prevent the epidemic, SC Johnson 
Vietnam partnered with the Ho Chi Minh City Red 
Cross Society to initiate an Anti-Dengue month in 
the urban and suburban areas of Ho Chi Minh City, 
under the banner ‘Helping Save Lives’ and using 
the slogan ‘Donate your blood to people, NOT to 
mosquitoes.’

“Our campaign aimed to raise awareness about 
the danger of dengue fever and how to prevent it, 
so that people could take active steps to protect 
themselves from it. 

“The campaign consisted of many practical and 
meaningful activities including leaflets about preven-
tive measures, visits to around 10,000 households 
in high-risk areas, and free samples of OFF!® and 
Raid® insect control products.” 

Kenn Ramos 
is raising
awareness
KENN RAMOS, 
COUNTRY MANAGER – 
SC JOHNSON VIETNAM

Managing Challenges
SC Johnson’s dengue education and 
prevention efforts are having an impact. 
But many communities have come to rely 
on our programs as the sole means of keep-
ing their residents safe. They are seen as 
simply a community service rather than 
a seed that could take root as a key part 
of a robust, multidisciplined local health 
or community initiative.

SC Johnson’s dengue prevention bud-
gets are limited, yet few communities 
have stepped forward to fund spraying and 
education themselves. If that participation 
increased, SC Johnson could potentially 
use its limited funding to expand dengue 
prevention programs to areas yet unreached.

Below are some of the many countries where SC Johnson has provided educational programs or resources 
regarding insect-borne diseases.

Education Drives Awareness and Health

United States

Mexico

South Africa

Indonesia

Philippines

Vietnam

Thailand
Singapore

Cambodia

India

Saudi Arabia

Argentina

Brazil

Venezuela

Colombia

Paraguay

Central America
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Another SC Johnson sustainable development project 
is the United States-based Healthy Children, Healthy 
Homes® initiative. It combines community-based asthma 
education with brand awareness-building for Raid®

insect control and other SC Johnson products.

More than six million children suffer from asthma in 
the United States alone. Worldwide, asthma is the most 
chronic disease among children. SC Johnson has the 
expertise to help reduce several key asthma triggers, 
including cockroaches and dust in the home.

Creating Advocates in the Community 
This Healthy Children, 
Healthy Homes® program relies 
on community partnerships for 
a grass-roots approach. Using a 
train-the-trainer model to reach 
the most people, volunteer registered 
nurses educate parents, children 

and other community members about asthma and ways 
to reduce asthma triggers. 

The program primarily targets Hispanic communities, in 
which childhood asthma is unusually high. According to 
a 2005 study by the Los Angeles County Department of 
Health Services, Hispanic children with asthma experi-
ence about 45 percent activity limitation due to their 
asthma compared to white children, at only 23 percent.

Parents who volunteer and are known as “Asthma 
Amigos” share their knowledge informally with family 
members, friends and neighbors. The program was 
designed and tested in collaboration with public health 
researchers and nurses at Abt Associates, Inc. and 
Florida International University School of Nursing.

Making It Memorable
Healthy Children, Healthy Homes® teaches children 
the acronym “CANTA” to describe key asthma triggers. 

In Spanish, “CANTA” can be translated to mean “you 
sing” – and you need air in your lungs to sing. “CANTA” 
helps kids remember to avoid these troubling triggers:

C is for Cockroaches – one of the greatest indoor 
triggers of asthma. The protein on their shells, their 
saliva and their droppings can trigger asthma episodes.

A is for Animals – fur or feathers on pets is another 
major trigger.

N is for No Dust – dust and dust mites are a big indoor 
asthma trigger, so reducing dust in the home can make 
a big impact.

T is for Tobacco – smoke from cigarettes, cigars and 
pipes is also a major trigger for asthma. 

A is for Always Outside – because smoke and tobacco 
are such powerful triggers, they should always be outside 
the home.

Protecting Children from Asthma

The Healthy Children, Healthy 
Homes® program uses a train-
the-trainer model to reach as 
many people as possible.

Asthma Triggers
There are various triggers that may bring on asthma 
symptoms, including: 

• Cold, flu, bronchitis or sinus infections

• Inhaled allergens in the home, such as dust mites, cock-
roaches, pet dander, mold and mildew

• Irritants such as tobacco smoke, strong odors or fumes, 
and smoke from fireplaces

• External irritants such as pollen, pollution or cold 
or humid weather

• Sensitivity to medications, foods and food additives 

• Strenuous exercise or strong emotions
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Making a Difference for Families 
Since 2003, Healthy Children, Healthy Homes®

has reached more than 7,000 families in Miami, Kansas 
City and Chicago. This year the program debuted in 
Los Angeles, where one in seven school children is 
likely to suffer from asthma. 

The Los Angeles debut, in March of this year, featured 
asthma experts along with young soccer star and asthma 
sufferer Rodrigo Lopez from Chivas USA. The kick-off 
provided more than 500 school children, their teach-
ers and parents with the tools they need to help combat 
indoor asthma triggers.

Along with expanding the program to Los Angeles 
this year, SC Johnson’s vision is to further scale out 
the Healthy Children, Healthy Homes® program. 
By growing the program in stages, the company has 
worked through kinks. Now we are conducting an ROI 
analysis to further understand the program’s impact.

SC Johnson hopes to measure whether lowering asthma 
episodes among participating families also provides 
sustainable balance by generating sales and brand 

awareness for sponsor products such as Raid®

insecticides, Pledge® dusting products and 
Ziploc® home storage.

Monte Vista Elementary School in Los Angeles hosted 
the Los Angeles launch of the Healthy Children, Healthy 
Homes® program. Asthma experts as well as young soccer 
star and asthma sufferer Rodrigo Lopez from the soccer 
team Chivas USA (pictured at left) met with the children 
and participated in the event.

D O I N G  O U R  P A R T

                      for Generations
SC Johnson opened its first entomology research center 
in 1968. Today we operate the world’s largest private, 
urban entomology research center, with more than 65 
research and engineering professionals targeting the 
key public health issue of insects. 

B U I L D I N G  A  Better Program 
By developing and refining its U.S. Healthy Children, Healthy Homes® initiative in phases, SC Johnson is hoping to create a 
turnkey program that can be adopted by school systems, health workers or agencies anywhere that childhood asthma is a problem. 

PHASE PROGRAM REACH FOCUS NOTES

1st Phase
2003-04

Miami – one school, 
500+ families reached

Test a peer-to-peer model in order 
to shift behavior and understanding

Effective private and public 
partnership formed

2nd Phase
2004-05

Miami – four schools, 
3,500+ families reached

Scale up metrics, refine materials 
and curriculum

Measured brand equity and asthma 
awareness impact in community

3rd Phase
2005-06

Miami, Kansas City and 
Chicago – 3,500+ families 
reached

Test the turnkey packaged program 
in multiple markets

Incorporated feedback into Healthy
Children, Healthy Homes® materials

4th Phase
2006-07

Los Angeles – aiming to 
reach up to 4,500 families

Rollout finalized program and achieve 
acceptable return on investment 
in terms of both social impact and 
increased sales

Partner with two retailers to measure 
sales lift and a health researcher to 
measure estimated social and community 
health impact
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A  Q & A  W I T H  G E N E  B R A N T L Y , 

P R O G R A M  D I R E C T O R  –  M A L A R I A  A N D  V E C T O R - B O R N E 

D I S E A S E  C O N T R O L ,  R T I  I N T E R N A T I O N A L

Q&A
Thoughts from an Expert… 

RTI International has been working for more than a decade to prevent 
and control vector-borne diseases such as malaria and dengue fever 
around the world. 
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What is the single most important thing companies 
should be doing over the next 10 years to address 
public health issues?
Looking at this from a vector-borne disease control perspective, I think the two most 
important areas that need to be addressed over the next 10 years are, first, public 
education about the personal actions people can take to prevent diseases, and second, 
the importance of conducting research to identify new active ingredients for pest 
control and insecticides. Finding new active ingredients is becoming increasingly 
important as insects develop resistance to key ingredients in many insecticides, 
including pyrethroid. That developing resistance has the potential to seriously 
compromise the vector-control programs currently in use. 

What are the biggest challenges that need to be 
overcome, and what will it take to overcome them?
Many health institutions today are weak. In many countries, the ministries of health 
have few resources and little influence within the government. They have difficulty 
attracting and retaining qualified professionals relevant to vector-borne disease control, 
including public health physicians, epidemiologists, and medical entomologists. These 
professionals of course prefer to work for international agencies, companies and NGOs 
where the pay is much higher.

It’s a very complicated problem, and I don’t think it will change until the national 
systems can increase the salaries for their workers. Very likely, that can’t happen 
until the countries have bigger economies and public health becomes more of a focus. 
International aid is never going to be able to cure the world’s ills. It has to eventually 
reach a point where the individual nation makes it a priority and takes it on itself.

As insect-borne diseases become more recognized 
as a global concern, what are you seeing 
corporations doing in response?
That really depends on the type of corporation. For instance, a consumer products 
company like SC Johnson sees the benefit of increased awareness about insects 
and insect-borne diseases as a potential market for consumer products. International 
chemical companies, meanwhile, see the opportunity to work on vector-control projects 
as an opportunity to sell more of the insecticidal products they make.

Mining and forestry companies see the need to protect their workforces. They’ve found 
that it’s possible to protect large numbers of people and they’re leading the way showing 
how some programs can be designed. Some of these companies have begun extending 
their programs as goodwill efforts to cover populations that are beyond their workforces.

There are a few companies looking at the service delivery side of vector-control pro-
grams. The company I work for, RTI International, is using international aid funding to 
help national ministries and provincial-level departments of health expand their house-
hold spraying programs for malaria control. And local, private pest control operators are 
wondering if they have a role in expanding public health vector control programs, while 
ministries of health are trying to figure out how to create and regulate a larger role for 
such companies. 

Of course, corporations exist to do good work and make money, and they have to find 
a way to do both. I’ve been comfortable in our work with SC Johnson because I see 
the company has a genuine and sincere interest in doing good for the world. At the 
same time, it’s important for SC Johnson to figure out how to do good work in a 
way that is consistent with its business model and is scalable. Projects that depend 
on corporate philanthropic funding alone have a hard time being long lasting. But if 
a project becomes part of SC Johnson’s business model, it has the potential to become 
self-funding, which gives the project the potential to grow.

How are SC Johnson’s initiatives and strategies,
in particular, having an impact? What else should 
we be doing?
What I’m most interested in is SC Johnson’s ability to improve public health in a way 
that benefits a large segment of the population and then demonstrates an improvement 
in health. I haven’t seen that large generalized impact yet, though I think SC Johnson 
is working hard to have a large impact, and I think the company is working hard and 
devoting real efforts to make it happen.  

It’s very expensive to measure an impact on public health. You have to survey large 
numbers of people and you have to be able to control for many other confounding 
factors. I see SC Johnson really wanting to be able to demonstrate an impact on public 
health but not funding the studies necessary to demonstrate the impact they are having. 

If I had to answer what more SC Johnson could be doing, I’d have to say committing 
resources to develop insect-control models that reach large numbers of people and then 
demonstrating that those models really could have an impact on disease transmission.
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       to create 

Stronger
Communities

D O I N G  O U R  P A R T

SC Johnson is commit-
ted not only to growing
our business, but also
to advancing social
progress and public
health. We seek out
partnerships to reach
consumers who need
and value quality prod-
ucts and services, and
we create local eco-
nomic growth. We also
improve quality of life
through community
leadership, philanthropy
and volunteerism.

I N  B R I E F

Creating partnerships that drive positive social 
change • Investing in our communities through active 
volunteerism and charitable giving • Reaching out 
to those in need
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“I see success in the base of the pyramid work here as defined by creating
jobs, pride and a wealth of business ideas and opportunities that exist
in the community. Beyond money coming in, there is also the aspect of
shaping minds in terms of critically thinking with regards to business.”

– SALIM MOHAMED, EXECUTIVE DIRECTOR OF CAROLINA FOR KIBERA 
TURN TO PAGE 50 TO LEARN MORE

The Base of the Pyramid Protocol™
Implementing the Base of the Pyramid Protocol™ includes 
three key phases, which SC Johnson has undertaken in 
its efforts in Kenya:

Creating Value at the Base of the Pyramid
For years, SC Johnson has been working to drive social
progress while at the same time achieving its business goals.

A good example was the company’s multiyear effort to
help increase pyrethrum farmers’ yield in Kenya. Greater
yield was intended to provide a steadier supply of the
active ingredient pyrethrum for SC Johnson’s Raid®

and Baygon® insecticides, while at the same time giving
farmers a boost in income that enabled nutrition, health
and education for their families.

In recent years, SC Johnson’s efforts have focused on
the Base of the Pyramid Protocol™, the development of
which we helped sponsor. In 2005, the company support-
ed field testing of the protocol by funding interns from
Cornell University, the University of North Carolina
and the University of Michigan. A six-person team

spent 11 weeks in Kenya implementing the protocol and
documenting its impact.

Over this past year, SC Johnson has brought the protocol
to life in the form of several new partnership enterprises
created in Kibera and other areas of Nairobi, Kenya. The
goal of these efforts has been to fine tune the business
model and grow the business through small-scale enter-
prises that are then broadened to new communities.

While doing this, SC Johnson has learned a great deal
about using the protocol, re-visioning its business for the
base of the pyramid consumer, the on-the-ground issues
that emerge, the tremendous importance of having the
right partners within the community and more. Turn
the page for a closer look at SC Johnson’s efforts. Key to the Base of the Pyramid Protocol™ is continual collabora-

tion and learning between the community and employees of the 
multinational corporation.

There are about  

4.5 billion
people living at the base of the economic pyramid

— meaning living on less than $1,500 per year.

S U G G E S T E D

             reading
Capitalism 
at the Crossroads
Written by Stuart L. Hart, the Samuel 
C. Johnson Chair of Sustainable Global 
Enterprise and Professor of Management 
at Cornell University’s Johnson Graduate 
School of Management, Capitalism at the 
Crossroads explores an insightful look at 
how the corporate sector can be the catalyst for sustainable 
global development. A new edition of the book is being 
published this month. 

A multinational corporation partners with a community 
in a two-way dialogue to co-generate a business oppor-
tunity that builds on local capabilities to create mutual 
value. The effort succeeds due to immersion within 
the community, humility and openness to rethinking 
the company’s traditional business model.

Phase One: “Opening Up” 

The multinational corporation and the local community 
develop partnerships to further develop business ideas, 
gather the resources necessary for a specific business 
model, and further enhance relationships between the 
company and the community.

Phase Two: “Building the Ecosystem”

The effort transitions from the concept stage to pilot-
testing, evaluating and formalizing, in a collaboration 
between the multinational corporation and the commu-
nity. The goal is a sustainable business that generates 
value for all involved.

Phase Three: “Enterprise Creation” 
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Creating Enterprises in Kenya
Using the Base of the Pyramid Protocol™, SC Johnson
worked through all three phases with partners Carolina
For Kibera and the Coalition of Young Entrepreneurs to
develop a business model that is now up and running
in Kenya.

Opening Up 
In phase one, SC Johnson began partnering with
Carolina For Kibera, an NGO that has deep roots in
the community, a willingness to work collaboratively
with a multinational organization, and sufficient organi-
zational strength to first help generate a business model
and then launch the business.

Through a series of structured activities for ideation
and community engagement, SC Johnson, Carolina
For Kibera, several youth groups and other community
partners co-created the original business concept –
a community-based cleaning and waste management
company.

The idea was to offer a diverse set of cleaning and pest
control services that provide product benefits direct to
homes and businesses in Nairobi’s neighborhoods. The
services would use SC Johnson products such as Pledge®

furniture care, Glade® air fresheners, Windex® glass
cleaner, Toilet Duck1 bathroom cleaners and Baygon®

insect control, along with existing youth services in the
area such as garbage collection and carpet cleaning.

Through this partnership, SC Johnson would develop
business in the area and income would be generated for
the youth groups, while improving the communities.

Building the Ecosystem
In phase two, SC Johnson and its partners in the
community further developed the business model,
culminating in the “Community Cleaning Services”
business venture as a partnership between SC Johnson,
Carolina For Kibera and the Coalition of Young
Entrepreneurs – an umbrella organization that united
nine youth groups for the business.

As preparation for the business, the groups participated
in practical training in Integrated Pest Management
techniques, accounting and marketing training, baseline
market studies, developing the business identity and more.

The ultimate business model was envisioned to cover
a range of pest management and cleaning options,
including among other services: garbage collection,
indoor cleaning, insect control application and pest
management, screening windows, wall repair and
painting, and drain cleaning/draining standing water.

Pricing would be appropriate to different areas, while
slogans and product pictures would be consistent and
link the youth groups and SC Johnson.

Enterprise Creation
In July 2006, the business launched in three neighbor-
hoods of Nairobi: Kibera, Mitumba and Mathare. Once
the first group was up and running, the management
team has sequentially focused on different groups with
the objective of having five or more groups fully opera-
tional and self-sustaining by the end of the year.

SC Johnson’s first formal base of the pyramid project has focused on Kibera (pictured above) and two other areas of Nairobi, Kenya.

1 Toilet Duck is a trademark of Düring Lizenzen AG and used under license.
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SC Johnson has been investing in the Base of the Pyramid Protocol™ for several years. Here’s a quick look at the effort’s timeline:

It Takes an Investment of Commitment, Money and Time

Through working directly with the groups, the manage-
ment team has been able to focus in on the specific
skills crucial to the model’s success. For example, before
implementation, it was not apparent how important
direct marketing and customer care skills would be.
Offering a brand new service door-to-door in a com-

munity unaccustomed to door-to-door services required
field training and experience for the youth. Additionally,
the youth groups had to develop pricing structures.
Over time, groups will need to develop skills to accu-
rately price services as well as accounting and inventory
tracking practices.

Also, as they get to know their margins, the groups
might be able to diversify their offerings and develop
localized strategies to increase high-yield services.
And the learning continues – SC Johnson is invested
in this new business model for the long term.

D I D  Y O U  K N O W ?

The Base of the Pyramid 
Protocol™ is a collaborative 
venture between Cornell 
University, the University 
of North Carolina, the 
University of Michigan, 
the World Resources 
Institute and The Johnson 
Foundation. It has been 
supported financially 
by SC Johnson, DuPont, 
Hewlett-Packard and 
Tetra Pak.

Vice President of Environment and Safety Affairs Scott Johnson (right) and Antoine B. Likound, 
General Manager of SC Johnson East Africa (second from left) meet with participants.

Indoor cleaning and air freshening are some of the services provided in the venture. This photo is 
from a customer visit in Mitumba.

June 2005 – August 2005 August 2005 - July 2006 July 2006 - July 2007

Phase 1: Opening Up

An open-minded immersion in Kibera, leading 
to a business concept co-generated with the 
community.

Phase 2: Building the Ecosystem

Developing a project community and capabili-
ties, to produce a business model ready to 
be piloted.

Phase 3: Enterprise Creation

Pilot testing in three areas of Nairobi – Kibera, 
Mitumba, Mathare – to evolve and refine the 
business model and prepare to scale it up.
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Different Areas, Different Learnings
As part of SC Johnson’s Base of the Pyramid Protocol™,
the company is partnering in pilot programs in three
Nairobi neighborhoods: Kibera, Mitumba and Mathare.
By operating across three very different areas, the
teams also have learned about the challenges and
opportunities of scaling the business up and down
for different communities.

As an example, while some of the neighborhoods are
newer and have more transient residents, others are older
and established. Some are extremely poor while others
have “richer” areas within them. Some are huge; others
are relatively small. They all have different construction
styles and materials, bringing different pest issues and
various service opportunities.

Notably, the neighborhoods also have different
challenges including political unrest, gang violence
and natural disasters such as flooding. These and other
differences have brought challenges in the form of
spreading the management team thin across distant
locations. At the same time, diversification has helped
minimize some risks – for example when gang violence
halted operations in Mathare, the other operations
were able to stay in business.

Also, the nature of the business – services with few fixed
assets – means that despite interruptions the businesses
can pick up and begin operating again quickly after
community disturbances. SC Johnson and its partners
are applying these learnings as we move forward.

The different Nairobi neighborhoods bring different types of customers, different needs and unique cultural challenges. 

Best Practices of
Base of the Pyramid Business
• Select the team carefully – the phases of the

protocol are intense and challenging. Success
depends on a cohesive team of fully committed
people, both from the multinational corporation
and the community.

• Make the hand-offs smooth – local participation
in phase one is critical to ensure a smooth hand-
off to phase two, and from phase two to enterprise
creation. This includes local participation from the
multinational corporation and the community.

• Find the right local partners – ensure the
endurance and commitment of the players, and
co-develop the plans and metrics for success.

• Drive toward experimentation – in phase two,
don’t get too hung up on speculation; start
generating income early and learn from real-
time experience. These learnings are incredibly
valuable to phase three.

• Go in expecting a new perspective – business
at the base of the pyramid is very different from
other multinational corporation business. Success
depends on truly shifting the business model and
then evolving from the ground up.

•  Repeat customers:

25 percent of goal

•  Jobs created: 

33 percent of goal

•   Household penetration:

18 percent of goal

•   Sales: 

>5 percent of goal

E A R L Y  R E S U L T S

Six months into the base of the pyramid pilot in Nairobi:
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A New Way to Do Business
All new ventures have challenges, and implementing
the protocol is even more complex since every aspect
of it is new. Key to progress has been re-imagining
SC Johnson’s business model – most important, moving
away from the idea of brands to the notion of a branded
service. Focusing on service enables base of the pyramid
consumers to get the benefits of our products at the
time and in the amount they prefer and can afford.

As the groups diversify over time – sometimes using
an SC Johnson product service as entrée into a home
but then offering additional services such as garbage
collection – one key for SC Johnson will be for our prod-
ucts to remain central to the diversification. This is

the glue of the partnership: that as the business matures
and grows, our products continue to be an element of
the services being provided.

There are cultural challenges to overcome, too. In this
venture, SC Johnson and its partners are offering a
service direct to consumers where very few direct services
occur – not even water. It takes time to seed this notion.
Plus, providing the services can include questions about
how many people live in the home, which is sometimes
culturally inappropriate. So, the youth groups are invent-
ing new approaches to support the new business model.

Partnering directly with the community also enables
deep distribution by harnessing existing business
networks to reach consumers. At the same time, the
model allows SC Johnson to address social sustainability
issues by partnering with the community through its
youth groups in a way that drives local entrepreneurship,
self-generated employment and additional services for
the community.

As an added advantage, partnering with the community
has helped SC Johnson gain trust in the community
and preempt the entry of competitors trying to copy
the model.

Helping the Community
Along with investing in the base of the pyramid busi-
ness, SC Johnson is partnering with Carolina For Kibera
and the CDC in creating a health clinic in the heart of
Kibera. The clinic will provide expanded medical care
to those living in poverty in the area.

Our contribution will go toward construction as well
as an area of the clinic where people can learn about
having a healthier life. We hope to adapt SC Johnson’s
anti-malaria materials from South Africa and distribute
them through the information center.

Separately, we are also providing a scholarship for a local
leader to get additional education around base of the
pyramid needs, which can be brought back to the
community to reinforce the long-term sustainability
of the area.

There is an important balance between investing in the grow-
ing business venture and the profit margin the service providers 
receive. The better the margins, the easier it is to attract the 
most entrepreneurial community members and encourage 
them to stay involved in growing the business.

SC Johnson also has successfully piloted a motorcycle 
sales program in Nigeria to get our products into tradi-
tional and lower-income outlets.

The sustainable development profile of the project is 
threefold: to increase sales with small retailers who serve 
base of the pyramid consumers and are not as easily 
served by distributors, use an environmental (lower carbon 
footprint) mode of distribution, and create local jobs.

SC Johnson Nigeria adapted systems being used locally 
in other sectors. The key has been the team of experi-
enced, trained and motivated “riders” who are developing 
into an important new route to market. The riders operate 
on tightly planned routes and focus on kiosks, roadside 
hawkers and others usually not served effectively by 
other distributors.

So far, key learnings include the importance of starting 
with a market census to inform strong planning, support 
and oversight; selling with a competitive price/value ratio 
and retail margin strategy; and developing trust with retail-
ers by servicing them when and how is most appropriate. 

The 52 motorcycles operating across the country have 
already recouped the capital invested and significantly 
improved our distribution in key Nigerian markets and out-
lets. Raid® aerosols and coils account for more than half 
of sales, important in a country with endemic malaria. The 
cash-based nature of the motorcycle business has also 
improved cash flow by reducing receivables.

Exploring Bicycle Distribution

D O I N G  O U R  P A R T

                 for Generations
In 1959, SC Johnson established the SC Johnson 
Fund, Inc., to contribute to the well-being of the com-
munities where the company conducts business and 
where its employees and families live. Over the years, 
the SC Johnson Fund, Inc. has contributed millions of 
dollars toward programs focused on education, health, 
social welfare and the environment. 
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1996 1997 1998 1999 2000 2001 2002 2003 2004 2005 2006
$80,000,000

$90,000,000

$100,000,000

$110,000,000

$120,000,000

$130,000,000

$140,000,000

$150,000,000

$160,000,000

$170,000,000

Worldwide Corporate
                  P H I L A N T H R O P I C  C O N T R I B U T I O N S
Rolling 10-year cumulative dollars (U.S.) contributed (includes SC Johnson Fund, Inc.)

For decades, SC Johnson has supported the communities
in which we operate with philanthropic and volunteer
efforts. We believe that’s part of our responsibility to
make the communities in which we live and work better
because we are there.

The company supports its communities through sig-
nificant financial contributions, providing 5 percent of
pre-tax profits globally – nearly four times the average
level of corporate giving. SC Johnson subsidiary compa-
nies contribute an average of 2 percent of pre-tax profits
in support of organizations that improve local and global
quality of life. We also make ourselves accountable for
offering time and expertise to local communities.

Leadership Guidelines
We live up to these commitments in part through the
company’s Community Leadership Guidelines, which
direct our activity around the globe. Each SC Johnson
subsidiary company has the following objectives:

• Demonstrate senior management leadership in the
community through the General Manager holding at
least one board-level membership with a major local
community nonprofit organization.

• Increase local charitable giving to a target of 2 percent
of pre-tax profits.

• Promote and coordinate at least one significant
employee volunteer effort in the community each year.

Focused Philanthropy
SC Johnson’s philanthropic contributions target a wide
array of needs. Focuses are community development
supporting organizations such as Habitat for Humanity;
community enrichment supporting organizations such
as Conservation International; and education, youth
and family supporting organizations such as Junior
Achievement.

Importantly, philanthropy isn’t just something we do
as a company – it’s a state of mind for SC Johnson
employees, too. As an example, our 2006 United Way
campaign in the United States raised nearly $1.8 million.

Philanthropy and Volunteerism
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Here’s a look at SC Johnson’s 2005/06 progress against our goals.
Achieving Our Community Leadership Guidelines

General Manager Participation
                  O N  C O M M U N I T Y  B O A R D S
Fiscal Year 2005/06

Employee
V O L U N T E E R I S M

Fiscal Year 2005/06
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“This past year,
SC Johnson Mexico
launched its Tú Puedes
Ayudar program, aimed at engaging Mexican women
in relief efforts for at-risk, homeless girls – one of the
country’s neediest and most vulnerable groups. “As
part of the program, SC Johnson Mexico contributed a
percentage of sales of Glade® air fresheners and Pato 
Purific1 cleaners to build a 5 million peso trust.
 “These funds are now being used to do important
good. Six hundred young girls in six states are getting
better homes to live in; receiving medical and psycho-
logical treatment; benefiting from training facilities
that will help them build productive, self-reliant
futures; and in Monterrey and Toluca, they will have
new homes to live in.
 “In addition, last October SC Johnson Mexico
sponsored ‘Movimiento Azteca’ – a fundraising
event conducted by TV Azteca. Through this effort,
over 10 million pesos were raised and also donated
to support helpless girls.
 “The sum of these two efforts resulted not only
in more than $15 million in donations, but impor-
tantly, it also raised awareness of the plight of these
young girls. At the same time, the efforts also drove
sales, improved the images of the participating
SC Johnson brands and brought positive attention
to the company overall.”

SC Johnson Mexico has launched the program again this 
summer, and hopes to help 1,000 girls within five years.

1 PATO is a trademark of Düring Lizenzen AG and used under license.

Tere Maldonado
helps make a 
difference
TERE MALDONADO, 
HUMAN RESOURCES
MANAGER
SC JOHNSON MEXICO

Last year,

90 percent
of SC Johnson subsidiary companies

coordinated a volunteer event for employees.

Whether helping support a community’s neediest people
or lending a hand in times of crisis, SC Johnson offers
support to those for whom it will make a difference.
Here are just a few recent examples:

• This past year, SC Johnson France donated 23,000
euros, with more than 90 percent of the donations
being used around the company’s local community.
One key contribution was used to renovate a gymna-
sium dedicated to disabled children. The company
also collected 15 tons of food – enough to feed about
250 poor families for several weeks.

• Last year, SC Johnson’s Volunteer Connections program
in the United States helped more than 1,200 employees
give thousands of volunteer hours. For example, vol-
unteers reached out to more than 900 students with
Junior Achievement’s interactive learning process.

• SC Johnson China founded the Shanghai Johnson
Youth Environment Education program to foster envi-
ronmental education among students, and contributes
about $18,000 to the foundation annually.

• SC Johnson Uruguay is helping support the installation
of organic orchards at three rural schools, including
volunteering to assemble nylon walls for a greenhouse
and helping complete structural work. The orchard
will serve as a classroom and place to study “live”
applied sciences, as well as a source of food for the
daily lunches provided by the school.

• Twice a year, SC Johnson Korea works with the non-
governmental organization Beautiful Store to repair
donated goods to be resold. Employees volunteer their
time, ultimately helping the disabled and elderly
beneficiaries of the organization.

Supporting Communities around the World

SC Johnson Korea Volunteers at Beautiful Store.

Doing what’s right for our communi-
ties is more than simply a nice-to-do 
goal. It’s a company objective, 

supported by company programs and policies. As an 
example, in the United States an incentive program offers
a $250 grant to any not-for-profit organization where an 
SC Johnson employee or retiree volunteers 40 hours in a 
year. Those who volunteer for more than one organization 
can apply for grants for each one they support. 

SC Johnson France employees at their Volunteer Day.
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A  Q & A  W I T H  S A L I M  M O H A M E D , 

E X E C U T I V E  D I R E C T O R  O F  C A R O L I N A  F O R  K I B E R A

Q&A
Thoughts from a Partner…

Carolina For Kibera is an NGO that fights poverty and helps prevent 
violence through community-based development. SC Johnson has 
partnered with Carolina For Kibera in its base of the pyramid efforts 
in Kenya.
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“Base of the Pyramid” initiatives are about creating
business models that bring lasting value to consumers, 
the community and the corporation. From your
perspective, how is success defined?
I see success in the base of the pyramid work here as defined by creating jobs, pride
and a wealth of business ideas and opportunities that exist in the community. Beyond
money coming in, there is also the aspect of shaping minds in terms of critically
thinking with regards to business.

What is the biggest obstacle to organizing
this type of effort – and how are those involved
working to overcome it?
Working with youth who have completed schooling and are in their prime age of
employment can be challenging. Many have families who depend on them, and that
can bring frustrations. Learning is a process that we do in stages, and we have to be
conscious of the youth and community needs. We have to ensure that we are able to
challenge them as to how they can meet their own expectations out of the business.

What is your best advice for another corporation
that wanted to explore a similar business model?
The Carolina For Kibera philosophy is grounded on the concept of participatory
development – that solutions to economic and social problems should be determined
by the people invested in change. Concerned companies and outsiders can help in
mobilizing communities, advising, networking and providing resources. The community
possesses the knowledge and motivation needed to solve its own problem. Whatever
service or business is to be developed must be shaped by the community needs and
not driven by profits. The corporation should be willing not only to invest money,
but also its technical expertise and human resources. SC Johnson has demonstrated
this from the word go.

What about companies exploring base of the pyramid
work in another community elsewhere? How would
they need to prepare to be good locations for a base
of the pyramid business model?

I would emphasize the importance of doing a “needs assessment” with the
community so everyone understands the challenges. What we are doing in Kibera
can be duplicated, but not without some customization. The input of the community
to customize the model is crucial. Youth from Kibera could act as trainers and con-
sultants to help the next community with the base of the pyramid business. Success
has not been as much the products sold but the youth empowered and their increased
confidence in business. Also, it is very important while designing the business to
think about how women should be involved in the entire process.

How has this project affected you personally?
It has challenged me and Carolina For Kibera to think in terms of “what next.”
We never thought this could work and yet now we have a pilot, and as much as
we had a protocol it was great to work with the community like this to co-develop
a business. Today, I was in Mathare and Mitumba. Seeing the youth thinking critically
and analyzing their business challenges me to be more involved and assist in planning
when needed. I’ve learned a lot in terms of business and marketing, and it has enabled
me to look at how they can apply to my “business”…Carolina For Kibera.

Beyond the advances you expected with this effort,
have there been any unexpected successes?
This project has been integrated within Carolina For Kibera core programs and so too
the concept of the whole staff thinking about business. When we started Carolina For
Kibera, we were dealing only with younger youth under 16. Now, we can think about
job creation beyond 16 to link the youth into adulthood.

Above and left, program participants at a 
celebration event.
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       to offer 

Great Places to Work
D O I N G  O U R  P A R T

The phrase “a family
company” describes 
more than simply 
what type of company 
SC Johnson is. It 
also celebrates our 
unique culture, which 
focuses on respect 
and inclusion, helping 
people balance their 
professional and 
personal lives, fostering 
growth and ensuring 
the well-being of 
everyone at our sites.

I N  B R I E F

Offering innovative worklife best practices • Driving 
diversity and integrity • Providing development and 
education • Ensuring a safe and healthy workplace 
for our people
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“As a family company, SC Johnson advocates a culture of mutual respect, 
fairness and inclusion. These central values are so critical in developing 
a workplace that sets the standard for integrity. Being the best place for 
the best people is one of the top priorities for us not only today but for the 
next generation. Best Place to Work recognition is based in large part 
on the opinions of SC Johnson people, and knowing that those working 
at the company truly feel that it is a great place to work is inspiring.”   

– CHAIRMAN AND CEO FISK JOHNSON

S U G G E S T E D

             reading
This Is How We Do It
In this book, one of the United States’ 
leading authorities on mothers in the 
workplace, Working Mother magazine 
CEO and President Carol Evens, draws 
on her own experiences and interviews 
with hundreds of working mothers to 
show the advantages of family-friendly 
workplaces and strategies for success. 
The book mentions SC Johnson.

A Unique Culture, A Unique Competitive Advantage
At SC Johnson, we believe the company’s incredibly 
low turnover – about 2 percent annually – is a significant 
competitive advantage. It signals the high engagement 
of employees and their commitment to helping the 
company continue to win.

But we don’t take these strengths for granted. In fact, 
we keep tabs on the company’s culture and employee 
engagement through employee opinion surveys – the 
most recent in December 2006 – as well as by bench-
marking against other companies through employer 
of choice programs.

This year, for the third year in a row, SC Johnson was 
named among the top 10 of FORTUNE magazine’s 100 
Best Companies to Work for in America. We also earned 
recognition as a leading employer for working mothers, 
Latinos, and the gay/lesbian/bisexual and transgender 
workforce. In addition, AARP named SC Johnson a top 
workplace for employees over 50.

Our top 10 FORTUNE ranking was the company’s sec-
ond time being named number seven on the prestigious 
employer of choice list, and our seventh appearance 
among the 100 best. 

Innovative Programs and Benefits 
FORTUNE cited SC Johnson as a leader in offering 
employee benefits such as subsidized hotel stays 

for employees living 25 miles or more from work and 
for offering discounts at our newly expanded Childcare 
Learning Center for families making less than $60,000 
a year.

Part of keeping a culture great is the policies, 
programs and strategies that support it. SC Johnson 
has clear and well-communicated policies on topics 
from safety to work hours. We also have long had 
a leading-edge diversity strategy that assists the com-
pany in measuring and achieving progress in diversity 
related to employees, suppliers, advertising and more. 
In addition, innovative programs like those cited by 
FORTUNE help SC Johnson continue to lead in 
employee engagement and retention.

SC Johnson began offering 
family-friendly benefits 
as far back as the year

1900
when the company first offered 
paid vacations for employees.

Along with SC Johnson’s operations in the United States, 
numerous other SC Johnson companies were recognized 
this year as “Best” workplaces. They are:

• SC Johnson Canada, 45 among 50 best companies 
to work for in Canada

• SC Johnson Chile, named among the best companies 
to work for in Chile

• SC Johnson China, 3 among 10 best companies 
to work for in China

• SC Johnson France, 11 among 25 best companies 
to work for in France

• SC Johnson Italy, 6 among 35 best companies 
to work for in Italy

• SC Johnson Mexico, 56 among 100 best companies 
to work for in Mexico

• SC Johnson Philippines, one of the top four finalists 
in an Employer of the Year search by the Personnel 
Management Association of the Philippines

• SC Johnson United Kingdom, named among the 
50 best companies to work for in the United Kingdom

• SC Johnson Venezuela, named among the best 
companies to work for in Venezuela

A Great Place to Work…
Around the World
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Committed to Safety
Protecting the health, safety and well-being of our people 
is a top priority for SC Johnson. We have global stan-
dards for our manufacturing facilities that help ensure 
consistent and equivalent working conditions for people 
worldwide. But our commitment doesn’t stop there. 

SC Johnson’s Safety, Health and Environment (S/H/E) 
team – supported by external partners and employees 
around the world – delivers thorough S/H/E policies, 
standards, guidelines, training, technical support and 
auditing. Of course, in addition to meeting SC Johnson 
standards, compliance with local laws and regulations 
is mandatory. When company guidelines are more 
protective than local regulations, the SC Johnson 
requirements must be met.

Audits Help Track Needs and Improvement
Every SC Johnson factory is audited at least every 
five years, with SC Johnson and external auditors 
reviewing important programs such as employee 
safety, industrial hygiene, S/H/E management systems 
and training, air/water and waste management, 
fire protection and emergency response planning.

Following an audit, an SC Johnson operation has 60 
days to respond in writing with a description of actions 
to be taken, individual responsibilities and a timeline for 
completion. Follow-up reports are due every six months 
to the worldwide S/H/E team. All actions must be com-
pleted in 12 months unless capital spending is planned.

As an example, an audit of one of our European opera-
tions this past year identified that the plant did not 
have a fully implemented process to ensure that hearing 
protection was consistently used in high-noise areas. 
As a result, the operation has re-focused its process to 
include clear guidelines on personal protection equip-
ment as well as a behavior observation program that 
includes a focus on wearing this equipment. This correc-
tive action was then reported back to the S/H/E team.

Reporting Is Tracked at the Highest Level
Importantly, the company’s S/H/E audit results aren’t 
just measured at the local level. Twice a year, the S/H/E 
team presents outstanding issues and resolution plans 
to the company’s highest management team to ensure 
that progress continues to be made. 

Equally important, however, S/H/E information isn’t 
just available to senior management. The company 
has a detailed S/H/E web site that is accessible to all 
employees worldwide and offers insight and education 
about policies, standards, product safety, regulatory 
and environmental compliance, best practices for risk 
analysis, emergency response procedures and more 
than 30 training programs.

SC Johnson’s S/H/E 
audit team checks a total of

74 criteria 
in nine key areas, such as fire protection, 

in the course of one of its operations audits.

Protecting the safety of SC Johnson people is a top priority 
around the globe.

SC Johnson has thorough policies 
and standards related to safety, 
health and environment. In fact, 

the company has more than 50 guidelines and more 
than 30 training programs on important S/H/E policies 
and topics. Training and tracking help make sure these 
policies are upheld.
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Worldwide SC Johnson Safety Performance Record
Indexed to 200,000 hours of work time
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New Program Focuses on Contractor Safety
SC Johnson has long maintained excellent S/H/E results. 
In fact, based on industry statistics, our company is 
three times safer than peer companies when it comes 
to lost-time accidents and reported medical cases.

But despite our excellent safety record, like all organi-
zations we have room for improvement – particularly 
when it comes to contractors working at our facilities. 
In the past decade, SC Johnson saw a number of serious 
contractor incidents. 

Increased Standards, Clear Standards
This year, the company introduced new contractor 
standards as well as training to further increase safety. 
“Whether it’s a contractor or someone from SC Johnson, 
a single accident – no matter how minor – is one too 
many. Diligence on everyone’s part is critical to keeping 
people safe,” noted Chairman and CEO Fisk Johnson 
last year. 

As part of the new program, which targets accident 
prevention, contractor oversight and consequences 
for non-compliance, every SC Johnson operation 
is implementing a contractor safety program that 
includes increased standards for contractor assessment 
and selection, increased training requirements and 
standards for continuous monitoring of contractors 
while on our sites. 

Accountability 
and Communication
The new program also 
includes clear consequences 
for those who don’t comply 
with these standards. For 
example, for the safety of 
all, a contractor who vio-
lates an SC Johnson safety 
rule more than once will 
be dismissed from the site permanently. An SC Johnson 
employee who witnesses an unsafe contractor act with-
out taking action – such as reporting the incident – will 
be subject to discipline.

Along with extensive training about this new program 
throughout the world, SC Johnson also highlighted the 
importance of workplace safety in a recent publication 
to employees. The article offered clear, memorable tips 
for what employees can do to help ensure the safety 
of themselves and those around them.

In addition, the company helps ensure best practice 
sharing around the globe through regular meetings of 
worldwide S/H/E managers. This past fall, more than 
60 SC Johnson S/H/E representatives from nearly all 
of our operations met for a multi-day conference.

“In the past, the S/H/E staff at 
many companies was looked upon 
as technical experts. Today, people 
on the S/H/E staff are coaches and 
champions…”   

– MARYANNE DIBERTO, 
SENIOR VICE PRESIDENT OF THE BOSTON 

ENVIRONMENTAL GROUP
TURN THE PAGE TO READ MORE

“It is really up to all of us to help ensure that every-
one works safely at an SC Johnson facility, both em-
ployees and contractors. One of the keys to ensuring 
worker safety is understanding why accidents happen 
and how to avoid them in the first place. 

“We conduct S/H/E audits on a worldwide basis 
to ensure everyone complies with legal requirements, 
meets company standards and follows good manage-
ment practices. In addition, we try to visit every 
factory at least twice per year – sometimes as much 
as six times per year – to provide S/H/E technical 
support, provide guidance, help with projects and 
programs, provide training, etc.

“When everyone follows SC Johnson’s Safety, 
Health and Environment standards, guidelines 
and procedures, we can ensure a safer workplace 
for everyone.”

Bob Evangelisti 
provides
technical
support to 
SC Johnson 
facilities
BOB EVANGELISTI, 
SENIOR MANAGER 
– S/H/E

• Find a partner – identify a reputable external S/H/E partner to assist in specialty areas such as auditing and fire protection, 
as well as provide an unbiased look at opportunities and successes.

• Focus on employees and beyond – while very important, it’s not enough to simply keep employees safe; create training 
and measures for contractors and other visitors to your facilities as well.

• Establish a clear schedule – regular visits drive accountability and improvements.

• Develop a scorecard – create an easily understandable way to track progress against key S/H/E goals, and revisit it on 
a regular basis.

• Share best practices – improvements in one area of the world provide a benchmark and incentive to others; identify ways 
to share them such as an intranet or global S/H/E meetings.

• Communicate clearly and often – make both guidelines and consequences clear to everyone who enters a company site.

Best Practices of S/H/E Management
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A  Q & A  W I T H  M A R Y A N N E  D I B E R T O , 

S E N I O R  V I C E  P R E S I D E N T  O F  T H E 

B O S T O N  E N V I R O N M E N T A L  G R O U P

Q&A
Thoughts from an Expert… 

The Boston Environmental Group is dedicated to providing excellence 
in environmental, health and safety consulting. 
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What do you think is the single most important thing
companies should be doing over the next 10 years to 
address safety/health/environment in the workplace?
Companies should be fully integrating S/H/E (safety/health/environment) into everyday 
business practices. That is really the only way to fully leverage a company’s greatest 
resource – its people. 

S/H/E should be the responsibility of every employee. Managing S/H/E should be 
included in individual job descriptions. An operations director, for example, would not 
only be responsible for business operations, but also for safety, health and environment.  

In the past, S/H/E staff at many companies was looked upon as technical experts. Today, 
people on the S/H/E staff are coaches and champions, helping employees at every level 
of the company keep safety, health and environment in mind as they do their jobs.

From your perspective, what are the 
most significant current trends in this area?
There has been a growing interest in corporate S/H/E practices from investors and 
shareholders, customers and consumers. Increasingly more consumers, for instance, 
want to buy goods from companies that are good S/H/E citizens. 

Companies are responding to these interests by providing information, such as 
issuing corporate social responsibility and sustainability reports, and even modifying 
their product lines and processes. I believe this growing interest will continue and 
even pick up pace as stakeholders become more aware of and concerned about such 
emerging issues as global warming, sustainable development, energy conservation 
and so on.

What are the biggest challenges that need to be 
overcome, and what will it take to overcome them?
One challenge is making the business case for S/H/E management and demonstrating 
that S/H/E should be a part of every business area, integrated into the fabric of the 
entire organization and extended through supply chain procurement and product 
distribution. Part of this challenge is staying focused on S/H/E, since what gets measured, 
gets managed. There can be a tendency that once compliance is set in one area, to turn 
the focus to another area that needs attention and no longer focus on the first area. 

Another challenge for many companies is operating in a global environment. In 
addition to language challenges and cultural differences, companies also may operate 
in countries that have no or few S/H/E laws and regulations. It can be difficult, for 
example, to explain the importance of personal protective equipment in a country 
where the norm is to go barefoot.

Companies have struggled with knowing how to address that. SC Johnson was 
one of the first to enforce global standards, so the personal protective equipment 
standards in the United States operations, for example, were the same as in their 
China operations. Having global standards helps employees know what to expect.

What is the future of safety/health/environment activity?
What activities do you think will be most important? 
How will companies take the next step?
Most important will be the full integration of S/H/E management throughout the 
whole organization as well as transitioning the S/H/E staff of technical experts to 
coaches and facilitators. 

What do you see as the most important practices
to drive safety/health/environment responsibility 
and compliance in an organization? 
The most important practice that drives S/H/E responsibility and compliance is 
top management support. We see it over and over again. Without top management 
support, nothing seems to get done. It’s also important to ensure that support is visible 
and communicated throughout the company. Beyond this, it’s important to have 
accountability – for both positive and negative S/H/E performance. 

In your work, you see a lot of corporations in a lot 
of industries. What are some of the standout activities 
that are making workplaces safer and more sustainable
around the world? How do you feel SC Johnson is 
doing, and what else should we be doing?
As far as standout activities, I’m seeing more companies integrating S/H/E into 
business practices, engaging shareholders and addressing emerging issues, such 
as global technology, nanotechnology, leveraging supply chain, sustainability, 
conservation and global warming. 

SC Johnson was one of the first to develop global standards and routinely audit 
against those standards. SC Johnson recently developed a global standard on con-
tractor safety. While I’m not sure this is unique, it is significant because the company 
has contractors in all of its global operations. It has very stringent standards around 
contractor management and is making employees responsible for overseeing contractor 
safety. SC Johnson is now auditing these measures. This is an example of the significant 
steps SC Johnson is taking with S/H/E management.
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     metrics 2006 

Quick
Reference

S C  J O H N S O N

At SC Johnson, we 
set formal goals and 
report our progress on 
a variety of sustainable 
development efforts. 
These charts summarize 
some of the progress 
we have made and 
the opportunities that 
remain. To learn more, 
turn to the pages 
referenced.

P A G E  4 8
More than 75 percent of SC Johnson General Managers and employees 
at 90 percent of our subsidiary companies participated in community and 
volunteer activities last year.

P A G E  3 5
In South Africa, we have 
helped reach more than 
600,000 people with 
malaria-prevention information.

Education
M A K E S  A N  I M P A C T

After participating in SC Johnson’s Healthy Children, 
Healthy Homes™ program, participants’ awareness of 
malaria prevention methods more than quadrupled.
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P A G E  1 7
With our patented Greenlist™ process, in 2005/06 we used almost 64 million kilograms more “Best” materials than 
the previous year, and cut our already-low use of the lowest-rated materials by an additional 7 million kilograms.

All Categories 2005/06
(kg of raw material by EC, 17 base categories)

18.2% better

1.5% 0-rated materials
64.3% acceptable

16.1% best

Results for 2005/06  
(kg of raw material by EC, 5 base categories)

17.8% better

3.2% best

2.9% 0-rated materials
76.0% acceptable

Baseline 2000/01
(kg of raw material by EC, 5 base categories)

8.0% better

4.0% best

17.0% 0-rated
materials 71.0% acceptable
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P A G E  4 8
Over the past decade, SC Johnson has given more than $160 million globally 
in philanthropic contributions toward efforts that improve quality of life.

P A G E  5 4
Global standards for SC Johnson operations help ensure consistent safety, health 
and environmental conditions for all who work at or visit our facilities.
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P A G E S  2 6 - 2 7
On the heels of surpassing our 2005 Climate Leaders objectives, SC Johnson announced aggressive new emissions and energy use reduction objectives. 
Through 2006, we have already made solid progress toward meeting or exceeding these goals.

Greenhouse Gas 
R E D U C T I O N  –  U . S .

From 2000 to 2005, SC Johnson reduced U.S. greenhouse 
gas (GHG) emissions on an absolute basis 17 percent versus 
a goal of 8 percent.

GOAL: By 2011, reduce on an absolute basis U.S. GHG 
emissions another 8 percent versus the 2005 baseline.
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Waste and Emissions 
R E D U C T I O N

From 2000 to 2005, SC Johnson reduced worldwide waste 
and emissions by 33.71 percent.*

GOAL: By 2011, reduce combined air emissions, water effluents 
and solid waste by 50 percent versus the 2000 baseline.*
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Greenhouse Gas 
R E D U C T I O N  –  W O R L D W I D E

From 2000 to 2005, SC Johnson reduced GHG emissions 
42 percent from our largest seven factories worldwide,* 
for a 34.17 percent absolute reduction.

GOAL: By 2011, reduce GHG emissions for all worldwide 
factories by 12 percent versus the 2000 baseline.
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Global Renewable 
E N E R G Y

From 2000 to 2005, SC Johnson reduced fossil fuel use 
by 33.65 percent at our largest seven factories worldwide,* 
for a 24.7 percent absolute reduction.

GOAL: Now we are focusing on using more good: By 2011, 
we want to source 40 percent of our total electricity usage 
worldwide from renewable energy.
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Printed on Paper Containing Post-Consumer Fiber
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GROWING GREENER PRODUCTS • CONSERVING CRITICAL RESOURCES • PREVENTING DANGEROUS DISEASES • CREATING STRONGER COMMUNITIES • OFFERING GREAT PLACES TO WORK
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