






ENVIRONMENTAL PROGRESS
Our 2000-2005 sustainability strategy builds on two previous,

successful five-year plans. Created following extensive external

benchmarking and internal discussion, our strategic plan

focuses on climate change while continuing to reduce resource

intensity and improve material choice. In 2003, SC Johnson

marked its second year as a partner in the U.S. Environmental

Protection Agency’s Climate Leaders program that encourages

companies to develop long-term comprehensive climate

change strategies and set greenhouse gas (GHG) emissions

reduction goals. We were the first consumer products 

company and a charter member of this voluntary program.

SOCIAL EQUITY
Over the past 10 years, our global charitable giving has

totaled more than (U.S.)$140 million. Each year we donate 

at least 5 percent of pre-tax profits in the U.S. – nearly four

times the average level of corporate giving – and up to 

3 percent at the subsidiary level in support of organizations

that work locally and globally to improve health, education,

social progress and environmental protection. In 2003 alone,

we contributed more than (U.S.)$19 million globally to efforts

that improve the quality of life. In recognition of SC Johnson’s

continuing support of platypus research, the New South

Wales Zoological Association named one of two newborn

female platypuses “Samantha,” in honor of Chairman

Emeritus Sam Johnson.

BEST PEOPLE,  BEST PLACE
From the Chairman’s office to the production line, the accounting

department to the mailroom, SC Johnson employees share a

remarkable sense of pride in the company and respect for each

other. One of the key mantras at this family company is “Enjoy 

the Difference” and the people here do just that – through flexible

work options to profit sharing. SC Johnson’s point of difference 

is its people. In 2003, many SC Johnson subsidiaries were 

recognized as “Best” workplaces in their countries. Employees

from SC Johnson's manufacturing operations are among the

many that have celebrated positive recognition for the company

over the last year. 

FUTURE BASED ON GROWTH
We will continue to focus on driving product innovation globally

as well as key acquisitions that build our strong portfolio. 

In 2003, we completed our global acquisition of Bayer’s

Household Insecticides Business, including the Baygon®

and Autan® insect control brands. Last year, we also made an 

investment in Karamchand Appliances Private Limited (KAPL),

which owns India’s number two insect control brand AllOut®.

These investments help us fulfill our commitment to long-term

growth as well as share our values with new employees, 

consumers and communities around the world. 

www.scjohnson.com



This We Believe
Earning your goodwill is a key component 
to leading our family business because 
it inspires us to successfully innovate, 
carefully sustain and generously give back.

SC Johnson’s business objectives drive the 
company to build a successful enterprise 
designed to serve consumers today as well 
as future generations.



This We Believe functions as a 
hands-on, practical document that
draws clear parameters for our 
operations in relation to employees,
consumers, communities, our 
marketplace and the globe. It states
our beliefs in relation to the five
groups of people to whom we are
responsible and whose trust we 
have to earn:

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

consumers 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 communities where we 

conduct business. 

World Community: We believe in 

improving international understanding.
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WhoWe Are
Throughout our 118-year history, five generations of the Johnson family

have served our company in its highest position of leadership. Each 

has been a uniquely accomplished individual with a distinct vision,

and all have shared a core of beliefs, handed down from one generation

to the next – beliefs integral to the company’s character and growth.

Each generation has recognized and championed the bene-

fits of family ownership: consistency in principles and 

values, emphasis on the long term and independence of

spirit. All have been committed to an active and personal

involvement in the company, providing it with the energy,

creativity and discipline needed to sustain innovation and

quality. All have also sought something higher than personal

or professional gain, acting to enrich the lives of others

deemed integral to the company’s success: its consumers,

employees and communities. And all have made principle 

a reality through personal and corporate philanthropy, 

giving generously to socially responsible causes worldwide.

The phrase “a family company” does more than say what

kind of company SC Johnson is. It says who we are as

people, expressing the legacy we have inherited and work 

to preserve for the future.

Our Sustainability Strategies

SC Johnson acts on its commitment to economic, 

environmental and social sustainability. 

ECONOMIC STRATEGIES
Despite the fact that SC Johnson’s new product innovation

track record outpaces our industry average, we want to con-

tinue to increase the rate of innovation for a few key reasons.

First, our goal is to be the best at meeting emerging 

consumer needs to make consumers’ lives easier, cleaner,

healthier and better. Second, we contribute to the

economies of our host communities around the world by

being a thriving business that provides local employment

and does business with local organizations. 

SC Johnson has the number one or number two brand in

almost every category in which we compete. And we

continue to explore new ways to drive innovation in our

operations around the world to ensure SC Johnson enters

new categories on a regular basis. We also drive multiple

launches each year to reach an aggressive sales target while

continuing to expand into new areas and to be first to 

market with innovative solutions for consumer needs.

At the same time, we continuously consider the sustain-

ability impact of the new items we bring to the world.

By accomplishing our goals, we will extend our ability to

increase our category sales around the world, thereby

securing the long-term future of the company. At the same

time, we continue to contribute to the economic well-being

of our employees and the countries and communities

where we do business.

ENVIRONMENTAL STRATEGIES
In 1998, we realized that our performance against our 

existing eco-efficiency goals was reaching a plateau.

Benchmarking among peers and leading sustainable

development organizations told us that eco-efficiency 

metrics on their own were no longer enough. So beginning

with broad-based reviews, including input from interna-

tionally recognized experts such as Johnathan Porritt, we

refined our aspirations and commitment.

We defined specific areas to explore and ultimately final-

ized a strategy to address climate change while continuing

our efforts to reduce resource intensity and improve material

choice. We set targets that were ambitious, but achievable;

were aggressive when benchmarking among peers; and

took into account what is expected under international 

proposals such as the Kyoto Protocol.

How We’re Earning Your Goodwill
See our 2004 Public Report 
on www.scjohnson.com 
to meet each generation that 
has led this family company.

In addition to all of his 
other responsibilities, 
SC Johnson Chairman 
Fisk Johnson leads the 
company’s economic, 
environmental and 
social strategies.




