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A 

Executive Summary 
 

Introduction 
 

For this collaborative project with The Clorox Company we were given two main objectives to attend 
to.  Firstly, we were to evaluate household cleaning products that are under the designation of green products 
ŀƴŘ ǇǊƻŘǳŎŜ ŀ ƳŜǘƘƻŘƻƭƻƎȅ ŦƻǊ ŘƛǎǘƛƴƎǳƛǎƘƛƴƎ ōŜǘǿŜŜƴ άƴŀǘǳǊŀƭέ ŀƴŘ άǎǳǎǘŀƛƴŀōƭŜέ ǇǊƻŘǳŎǘǎΦ  ¢Ƙƛǎ 
methodology was meant to be used by retailers to assist their natural homecare product purchasing and 
shelving decisions.  Secondly, we were to evaluate and provide recommendations for in-store customer 
awareness and promotions, and shelving strategy for green household cleaning products. 
 
Provide Methodology for Selecting Green Household Cleaning Products 
 

 We first delineate for retailers the differences between two categories of green products, natural and 
sustainable, that should be used as standards for classification and product comparison. 

 

 Further, we developed two overarching criteria that should be used to broadly classify products as green 
products based on factors beyond environmental factors: 

 Transparency 

 Safety for People, Animals and the Environment 
 
Recommendations for Customer Awareness and Promotions 
 

 We produced four different methods to advertise and promote green products so that customers would be 
informed on the value of buying green products.  Of the four methods, two are promotional, and two are 
educational: 

 Cross-Promotions 

 Flat Discounts  

 In-Store Pamphlets 

 Information Strips Attached to Shelving 
 

 We concluded that the best way to promote green products is to firstly focus on utilizing the information 
on information strips attached to the shelving.  Secondly, we suggest that retailers explore informing 
customers through in-store pamphlets and cross-promotions.  

 
Recommendations for In-Store Shelving 
 

 We detailed three different ways to shelve green products.  They are as follows: 

 Placing Green Products in Separate Section  

 Intermixing Green Products with Conventional Products  

 Create a Sub-{ŜŎǘƛƻƴ ŦƻǊ bŀǘǳǊŀƭ tǊƻŘǳŎǘǎ ²ƛǘƘƛƴ ǘƘŀǘ tǊƻŘǳŎǘΩǎ /ŀǘŜƎƻǊȅ 
 

 We concluded that natural products should not have their own section.  This is because customers who are 
not currently environmentally conscious may ignore that aisle all together.  Instead, we determined that 
larger retailers should intermix their green products with conventional products.  On the other hand, 
smaller retailers should create a sub-ǎŜŎǘƛƻƴ ŦƻǊ ƴŀǘǳǊŀƭ ǇǊƻŘǳŎǘǎ ǿƛǘƘƛƴ ǘƘŀǘ ǇǊƻŘǳŎǘΩǎ ŎŀǘŜƎƻǊȅΦ 
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Introduction 
This project is in collaboration between the University of Wisconsin-Madison and The Clorox Company, 

a leading homecare product company.  It examines the recommendations for a methodology that evaluates 
green household cleaning products.  This methodology, which constitutes the first objective of this project, is 
to be sent to retailers to assist with their household cleaning product purchasing and shelving decisions.  
Concerning the second objective of this project, recommendations for in-store customer promotions and 
shelving strategy for green household cleaning products will be presented. 
 
Objective 1: Evaluate and Provide Methodology for Selecting Green Household Cleaning Products 

Green products are considered to be products that cause less damage to the environment.  There has 
been a fervent and robust development of green products, especially in the area of household cleaning 
products.  What has resulted is the development of ecologically safer products, recyclable and biodegradable 
packaging, and energy-efficient methods.1  But, there are many confusing nuances as to what makes a product 
green, which is more perplexing when compounded with inadequately regulated promotions.2  Because of this 
confusion, we aim to provide a standardized methodology for conducting business with green household 
cleaning products.   

 
Fundamental Designation: Natural vs. Sustainable  

¢ƘŜ ŦƛǊǎǘ ǘŀǎƪ ǘƻ ǳƴŘŜǊǘŀƪŜ ƛǎ ǳƴŘŜǊǎǘŀƴŘƛƴƎ ǘƘŜ ƳƛȄ ƻŦ ǇǊƻŘǳŎǘǎ ǳƴŘŜǊ ǘƘŜ ŘŜǎƛƎƴŀǘƛƻƴ ƻŦ άƎǊŜŜƴέ 
products.  There are two subcategories of green products, which are natural products and sustainable 
products.  The differences in manufacturer environmental claims for green products lay out the standards for 
deciding which category a product belongs to.  We detail the attributes of each category below and in Table 1. 
 

 Natural 
Natural homecare products are distinctly different from sustainable homecare products due to the 

type of ingredients.  The term άƴŀǘǳǊŀƭέ should signify the use organic ingredients for their cleaning properties 
and aromas.  Therefore, natural products should be wholly biodegradable.  Biodegradability confers that the 
product can be safely incorporated back into the earth upon disposal within a certain span of time.  The 
organic ingredient compositions should result in no fumes and no toxicity.  Natural products should be 
sustainable in the sense that the organic ingredients should be from renewable resources, which are resources 
that can be replenished in the environment at a rate equal to or greater than that consumed.3  The presence of 
this set of characteristics is a dependable standardization of natural household cleaning products. 

 

 Sustainable 
Sustainable homecare products are not primarily composed of organic ingredients, though they may 

be present.  These products contain, to some extent, synthetic chemicals, which include petrochemicals.    
Mainly, the presence of these chemicals is what marks them as a not natural.4  In comparison, the synthetic 
chemical concentration should be less than in standard homecare products.  Non-toxic claims on these 
products should especially be based on the fact that they do not have phosphates, which are toxic elements 
that can affect customer and environmental health.5  These products may have biodegradable components.  
AlbeitΣ ǘƘŜ άǎǳǎǘŀƛƴŀōƭŜέ ŘŜǎƛƎƴŀǘƛƻƴ should indicate that these products should be produced in a manner that 
has the welfare of the utilized renewable resources in mind. 

Natural Sustainable 

 Organic ingredients 

 Biodegradable 

 No fumes 

 Non-toxic 

 Sustainable use of renewable 
resources 

 Some synthetic chemicals (i.e. 
petrochemicals), but less than 
conventional counterpart 

 No phosphates 

 Some biodegradable components 

 Sustainable use of renewable 
resources 

Table 1 - Summary of Standards for Natural vs. Sustainable Designation 
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Recommended Universal Characteristics of Green Products 
Beyond the criteria for being natural or sustainable, green products should have certain overarching 

universal characteristics.  Generally, green products themselves, should attempt to minimize or eliminate 
danger to the health of people, animals and the environment.  The manufacturing company should 
demonstrate business practices, such as transparency.  We include these traits as criteria that apply to green 
products in addition to the environmental considerations that separate natural and sustainable products.  
These essential attributes are necessary to help promote green household cleaning products as a whole. 
 

 Transparency  
The product should explicitly explain its environmental claim on the product itself, on the company 

website, through the customer service department, or some other customer communication medium.  If this 
ƛƴŦƻǊƳŀǘƛƻƴ ƛǎ ƴƻǘ ǊŜŀŘƛƭȅ ŦƻǳƴŘΣ ŜǎǇŜŎƛŀƭƭȅ ƻƴ ǘƘŜ ǇǊƻŘǳŎǘ ƻǊ ƻƴ ŀ ǿŜōǎƛǘŜΣ ǘƘŜ ƳŀƴǳŦŀŎǘǳǊŜǊΩs claims are not 
very reliable or marketable.6  The lack of transparency by the manufacturer about the makeup of the product 
puts retailers at a disadvantage.  This is due to retailers, theoretically, selling products of questionable 
environmental standing. The retailers will have few convincing attributes and supporting facts about the 
ǇǊƻŘǳŎǘΩǎ ŜƴǾƛǊƻƴƳŜƴǘŀƭ ŜƳƛƴŜƴŎŜ ǘƻ ŎƻƴǾŜȅ ǘƻ ŎǳǎǘƻƳŜǊǎΦ 

This is an important retailer issue because marketing green products is unique.  The environmental 
impacts are not as apparent to customers in the same manner as price, quantity and other conventional 
features are because they may not affect the purchaser directly.7  Further, customers consider environmental 
claims with a degree of skepticism.8  Additionally, a survey shows American customers are making more 
informed environmentally-conscious decisions using labels on products (52%) and the internet (41%).9  
Transparency on the part of the manufacturer aids in addressing these customer behaviors.  Thus, actively 
selecting for this feature will align retailers with the preferences of customers within the green product market 
and create the potential for sales. 

 

 Safety for People, Animals and the Environment 
An element of the green product movement is to be friendlier to the users of the product and any 

other agent that comes in contact with it.10  A specific aspect is eliminating or reducing chemicals that are 
irritants to the nose, eyes, and lungs of customers, such as ammonia, chlorine, phenols, and nitrobenzene.11  
Also, phosphates are chemicals that should also be scaled back as they are dangerous for humans and 
detrimental to the environment, especially lakes and streams due to their fertilizer like activity.12  These 
measures should be imperative selection criteria for green products due to the attention paid to the issue of 
safety.  In a survey 76% of American respondents conveyed that promoting the health of customers was, in 
their opinion, the most important product attribute.13  Thus, successful green retailers must have the well 
being of customers dovetailed with the well being of the environment.  These considerations are not mutually 
exclusive as improving one is very likely to improve the other.  However, in a business environment where 
environmental claims are regulated loosely, the presence of harmful chemical agents of a product should be 
criteria for determining whether a product deserves to be marketed on shelves as a green household cleaning 
product. 

The environment can also be protected by a combined manufacturer and retailer effort to market 
green products that have been manufactured through efficient use of resources.14  Customers support these 
measures as a recent survey revealed that 87% of Americans communicated their commitment to 
environmentally-friendly practices is an important attribute in a company.  Products that have a streamlined 
use of resources are gentler toward the environment.  For example, when products are in concentrated form, 
they require less packaging and unnecessarily superfluous product.15  This is also a profitable effort for both 
manufacturers and retailers.  A 2% reduction in package size can result in savings in the order of millions.  This 
is so for manufactures because smaller packages mean larger volumes can be shipped.  Retailers benefit 
because they can shelve and sell larger volumes of the product.16  Thus, supporting and selecting for this 
feature is both an environmentally-conscious and profit generating action. 
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Objective 2a: Recommendations for Customer Awareness and Promotions 
 
The category of household cleaning products is sold primarily using discount promotions.  Three 

reasons for using discounts relate directly to creating awareness and promoting sales for green household 
cleaning products.  The reasons are awareness and attention, trial, and up-selling.17  These efforts are doubly 
necessary for green products because a national survey shows that 91% of Americans find environmental 
consciousnesses important, but only 48% of Americans are taking steps to be green and only 67% are willing to 
buy eco-friendly products.18  Thus, specifically, we are targeting customers that might not necessarily be 
buying green products currently, because of price premiums or lack of knowledge about the product, but are 
open to the idea of green products because they want to help protect the environment. 

In-store education material is another awareness developing measure that can be implemented.  
Research has shown that when shoppers view product categories on retail shelves, they scan horizontally in a 
reading pattern.19  Catching their attention during their scan with pamphlets or informational strips gives a 
prime opportunity to disseminate information to the customer.  Knowledge about green household cleaners 
can leave a lasting impression.  It will attract customers who might be curious about making the switch to 
green products and/or it will reaffirm the choice for people who do already buy green products.  Lifestyle 
changes in these customers, due to acquired knowledge, can profitably expand the market for green 
household cleaners. 

 
Evaluation of the Four Options 
 

 Option 1: Cross-Promotions 
Our first idea to increase awareness of green products is through cross-promotion with the 

conventional counterpart.  For example, retailers could offer a promotion to customers where they would buy 
ƻƴŜ ōǊŀƴŘΩǎ ŎƻƴǾŜƴǘƛƻƴŀƭ ǇǊƻŘǳŎǘΣ ŀƴŘ ƎŜǘ ǘƘŜ ǎŀƳŜ ōǊŀƴŘΩǎ ƎǊŜŜƴ ǾŜǊǎƛƻƴ ƻŦ ǘƘŀǘ ǇǊƻŘǳŎǘ ŦƻǊ ƘŀƭŦ ǇǊƛŎŜΦ  ¢Ƙƛǎ 
would persuade customers that would regularly buy conventional products to try the green product on a trial 
basis.  Upon purchase, it would also help in convincing the customer that the green product is just as effective 
as the conventional products. 
 

 Option 2: Flat Discounts 
If the above strategy proves to be too cannibalistic with regards to conventional products, then a 

second option is for retailers to promote an entire switch to green products.  Retailers could entice customers 
to make the switch by awarding discounts to customers that buy multiple green products.  For example, there 
could be a promotion ǿƘŜǊŜ ƛŦ ŎǳǎǘƻƳŜǊǎ ōǳȅ ŦƻǳǊ ƻŦ ŀ ōǊŀƴŘΩǎ ƎǊŜŜƴ ǇǊƻŘǳŎǘǎ ŀǘ ǘƘŜ ǎŀƳŜ ǘƛƳŜΣ ǘƘŜȅ ǎŀǾŜ ŀ 
certain number of dollars on their purchase.  These kinds of promotional ideas will help drive customers to try 
green products. 

 

 Option 3: In-Store Pamphlets 
Another idea is for retailers to create a pamphlet that can be designed to deliver large volumes of 

information to the customer that addresses the benefits of buying green products over conventional products.  
These pamphlets would contain information such as why green products are favorable for the customer 
personally, for their family household and for their environment.  Pertinent ingredient, manufacturing 
methods, resource use and transportation data could be shown in quantifiable terms so that curious 
customers could get a sense of how these products can help the environment beyond emotional claims.  It 
could also contain facts that promote the cleaning efficacy of green cleaners compared to conventional 
cleaners.  We propose that the brochure be delivered to the customer via a box containing many pamphlets 
that customers may pull out as they scan the shelves. 
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 Option 4: Information Strips Attached to Shelving 
Placing a thin strip of advertising right under the price tag on the shelf can be an extremely effective 

way for retailers to market green products and make them stand out.  The issue with this option is that the 
advertising strip has very limited space, so the marketing message has to be very concise.  Our group observed 
some examples of this being used effectively for green products by informing the customer how their product 
is safe (see Exhibit 1, AppendixύΦ  ¢Ƙƛǎ ƳŜǘƘƻŘ ƛǎ ŘŜǎƛƎƴŜŘ ǘƻ ŎŀǘŎƘ ǘƘŜ ŎǳǎǘƻƳŜǊΩǎ ŜȅŜ ōȅ ƳŀƪƛƴƎ ǘƘŜƳ ŘƛǎǘƛƴŎǘ 
in the household cleaning product aisles.  In addition, it allows for customers to quickly understand important 
information about green products 
 

Customer Awareness and Promotions Recommendation 

Each of the four options described above have different strengths.  Retailers may already be 
implementing advertising strips with green products (option 4), but we suggest they examine the possibility of 
providing cross-promotions, flat discounts and in-store pamphlets (options 1, 2 and 3, respectively).  
Therefore, our conclusion is that retailers should initially focuses on strengthening their advertising strip 
efforts. Then, if budgets allow them to do so, we recommend that retailers explore the implementation of in-
store pamphlets, cross-promotions, and flat discounts. 
 
Objective 2b: Recommendations for In-Store Shelving 

Just as retailers have the task of educating customers effectively on their green products, they also 
need to follow-up on this by shelving the products in an efficient way.  If the green products that retailers are 
trying to market are not shelved properly, this can greatly affect the probability that they will be noticed by 
customers in the first placeτeven by those customers that are specifically searching for green products.  A 
major barrier retailers face, that is affecting the sales of green products, is the lack of ease for customers to 
find the products.20  Shelving the products is all about strategy and it starts with deciding what customers 
notice most readily.  

The Clorox Company has performed a study in relation to this concept on how customers make green 
choices when shopping (See Exhibit 2, Appendix).21

  The objectives of this study involved many aspects of 
green product marketing.  One objective involved understanding the preferences of customers as to where 
green products should be placed within the store.  Clorox found an ideal experience for customers when 
shopping is when products are easy to locate within the store and there is an ample amount of products to 
select from.  There are three main methods that are available to retailers when choosing where to place their 
green products.  These methods are evaluated below and are listed fully in Table 2 of the Appendix. 
 

Evaluation of the Three Methods 

 Method One: Placing Green Products in Separate Section 
The first option, placing green products in a separate section, involves devoting an entire area of the 

store exclusively to these green products.  This would mean that all product categories of green products 
would be consolidated in one area.  The main pro to this method is that all of the green products can be found 
in one place, which allows for quick and easy shopping for a customer seeking out green products.  The main 
con to this method is that customers who are not already looking for green products will likely either ignore 
this separate section or not notice it entirely as it would probably not be near what they are shopping for.  

 Method Two: Intermixing Green Products with Conventional Products 
The second option, intermixing green products with conventional products, involves putting the green 

products right next to their conventional counterparts in the aisle.  An example of this would be placing 
/ƭƻǊƻȄΩǎ DǊŜŜƴ ²ƻǊƪǎ ǿƛƴŘƻǿ ŎƭŜŀƴŜǊ ǊƛƎƘǘ ƴŜȄǘ ǘƻ /ƭƻǊƻȄΩǎ ŎƻƴǾŜƴǘƛƻƴŀƭ ǿƛƴŘƻǿ ŎƭŜŀƴŜǊΦ  ¢ƘŜ Ƴŀƛƴ ǇǊƻ ǘƻ 
this method is that it is the easiest way to attract customers that are not already searching for green products 
(due to the green product placement right next to what they are already shopping for).  The main con to this 
method is that customers may see a price increase in those green products that are more expensive and look 
negatively on this observation without looking into the benefits that the green product has to offer.  
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 Method Three: Creating a Sub-{ŜŎǘƛƻƴ ŦƻǊ DǊŜŜƴ tǊƻŘǳŎǘǎ ²ƛǘƘƛƴ ¢Ƙŀǘ tǊƻŘǳŎǘΩǎ /ŀǘŜƎƻǊȅ  
The third and final option, putting a subsection of green products within a category of products as a 

whole, involves putting all of the green products, no matter the brand, right next to an entire category of 
products.  An example of this would be retailers placing conventional cleaning products in an aisle, and then 
having all the green cleaning products in their own section at the end of this same aisle.  Therefore, this is 
similar to the first method, but not the same due to having the green products in close proximity to the 
product category they belong to (as opposed to a separate section entirely in the store).  The main pro to this 
method is that all the green products are near the conventional products, which allows for those new 
customers, not specifically searching out green products, to notice them.  The main con to this method is that 
customers who do not understand the benefits of the green products may look negatively on the probable 
higher prices found in the entirety of the sub-section. 
 
Shelving Recommendation 

As shown, there are many ways that retailers can market and shelve their green products.  Our 
recommendation is for retailers to shelve their green products along with the conventional counterparts 
instead of putting them entirely in their own section within the store.  This eliminates method one; so the 
question becomes whether it is more effective to have the green products intermixed categorically with their 
conventional counterparts (method two), or to have retailers put them by the categories, but in their own sub-
section (method three).  After observing the different methods that local retailers practiced, we believe both 
of these methods are effective, if done properly (See Exhibit 1, Appendix). 22  It also depends on the type of 
retailer (in terms of both store size and product selection) that is trying to market green products.     

On one hand, method two is ideal for large stores that have many products as method three would not 
be efficient due to the mass amount of product a large store carries.  For example, for a large discount store, 
that has many aisles of solely cleaning products, it would not be appropriate to implement method three as 
the green products would need aisles of isolated shelving alone.  Therefore, this would lead to that store using 
a method closer to the method one approach because the green products would effectively be in their own 
section.  We believe for stores like this, it would be prudent to mix the products amongst their conventional 
product categories.  As long as retailers clearly differentiate the product as green, customers will be able to 
make educated decisions by comparing the benefits of green products over the conventional products. 

On the other hand, method three is ideal for retailers with smaller stores but still carry enough green 
products to fill their own sub-section.  This will allow retailers to clearly separate green products in a way that 
is not possible under method two.  By putting the products in their own sub-section, a wide array of marketing 
opportunities arise because the visual presentation can be very effective for customers.  Retailers are able to 
make the green products visually stand out more and possibly even have some educational opportunities on 
the display itself to inform customers on the benefits of the green product they are marketing.  This method 
also allows for easy comparison of the different green products on the ŎǳǎǘƻƳŜǊΩǎ ōŜƘŀƭŦΦ 

 
Final Thoughts 

We would like to thank The Clorox Company for their collaboration and hope that the evaluative 
information and recommendations we have put forth will be useful for retailers during the purchasing and 
shelving of natural and sustainable household cleaning products.  
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Appendix 
 

Table 2 - Shelving Strategies Evaluations 

Organization Type Pros Cons 

Separate Section 

 The customer feels confident that 
the store has evaluated these 
products and, presumably, knows 
ǘƘŜƳ ǘƻ ōŜ άƎǊŜŜƴΦέ 

 The products are easy to find if you 
are already an eco-friendly 
shopper. 

 Allows for customers to do quick 
shopping by having to only go to 
one place within the store for all 
green products. 

 Easy to compare the different 
green products. 

 If the customer is not already an 
eco-friendly shopper, they may 
ignore this separate section 
completely because they will not 
make the effort to seek it out. 

 It is more difficult to compare the 
products with conventional 
products when they are in separate 
sections of the store. 

 Possibility of creating perceptions 
among shoppers that the products 
in the separate section are higher 
priced. 

Intermixing 

 Easy to compare the green 
products with the conventional 
products 

 Easiest way to attract the 
customers that are not specifically 
searching out eco-friendly 
products. 

 If the green products are clearly 
identified, they will be easy to find 
within each category and 
customers will have more 
confidence that retailers are 
controlling the validity of the 
products. 

 Customers might look more 
negatively on the price hike of the 
green products that are more 
expensive than the conventional 
products if they do not fully 
understand the benefits of the 
product. 

 More difficult for customers to 
compare one brand of green 
products to another brand of green 
products. 

Subsection 

 If properly identified, there is still a 
chance of drawing in new eco-
friendly customers since the green 
products are near the products 
they are looking for. 

 Easy to compare the different kinds 
of green products. 

 Customers who are not currently 
eco-friendly may overlook the 
subsection if it is not clearly 
identified. 

 Customers who are not currently 
eco-friendly may be turned off by 
the premium prices clustered 
together and may not stop to 
observe the benefits the green 
products have to offer. 
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Walgreens ς On Campus 
Location 
 
Observations: 

 One green product: 
Seventh Generation. 

 One Clorox product. 

 One Other green 
option: Windex. 

 High prices 
 

Exhibit 1 ς hōǎŜǊǾŀǘƛƻƴǎ ƻŦ {ŜƭŜŎǘ wŜǘŀƛƭŜǊΩǎ {ƘŜƭǾƛƴƎ aŜŎƘŀƴƛǎƳǎ -Madison, WI  
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Target ς West Side 
Location 
 
Observations: 

 There was a separate 
section with a large 
display to explain the 
green products. 

 All categories of 
Seventh Generation 
and Meyers green 
products were shelved 
together in this 
separate area.  This 
type of display depicts 
the third method of 
shelving products 
described above. 

 


