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The Million Dollar Question

The Bio-Based Field of Dreams

If you build it …

Will they come?



Who We Are 

A Quick Overview of Gibbs & Soell
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TechnologyTechnology

FinancialFinancial ServicesServices

Home and Home and 
Building Building 
ProductsProducts

IndustrialIndustrial
Consumer LifestyleConsumer Lifestyle

AgribusinessAgribusiness

Core Market Experience

Healthcare Healthcare 
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General Overview

• Independent, full-service PR firm
– Top 10 among independent firms in U.S.
– 34 years in business

• #1 ranked agricultural PR firm by AgriMarketing

• One of the leading industrial market PR firms

• Accomplished technology PR firm

• Working with biotech and bio-based since the mid-1990s

• Launched PLA to the global market and are actively 
working with clients to build bio-based markets
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Taking Bio-Based Mainstream



Surveying the Field

Looking at the Macro Trends With a Critical Eye
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Breaking Down the Buzz

• Foreign Oil … Oil prices reach record highs, gasoline at 
$3.00 per gallon, Congress passes Energy Bill, “Big Oil” is 
even communicating that available oil is running out, 
ongoing war in Iraq, China’s growing energy use, “buy 
American” popular again.

• Corporate America … Companies desperately trying to 
figure out how to stay profitable in an era of the 
unrelenting cost of oil. 

• Manufacturing … Greenspan tells Congress that 
“innovation,” not widgets, creates value for U.S. 
companies, China coming on like a tiger.

• Clean Tech … Hybrid car sales soaring, wind and solar 
gaining steam, investors flocking to green stocks, retailers 
continue to see strong category growth in “natural.”
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Renewable vs. Non-renewable

• Corn and soybean costs fairly stable over the long term 

• Oil is at record highs of more than $68/barrel

• Consumers facing reality with $3.00/gallon gasoline
– Bringing the issue of oil dependence to bear

• Bio-based is finding success in the marketplace 
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Bushels vs. Barrels
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The Petroleum Dilemma
•• BUTBUT … a majority of existing processes, products, 

systems and specifications are based on petroleum
– Decades of experience, regulations and reliance
– About as optimized as you can get
– About as ingrained and integrated as you can get
– Most consumers don’t equate everyday products with 

petroleum dependence

• Consumers are fickle and tend to pull toward what they 
know and trust
– Consumer behavior is not always rational
– Consumer behavior is often short-sighted
– Think about how you buy two similar products side-by-side 

on the retail shelf
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Beware the “Ghosts of Bio-based’s Past”

• Misperceptions that bio-based is:
– Cost prohibitive

– A poor performer

– A niche product

– Requires heavy subsidies

– “Green washing”

– For environmentalists, not mainstream consumers

• Often lumped in with other areas of biotechnology
– Crop protection

– Medical and pharmaceutical

• Don’t assume environmentalists and government will 
automatically embrace all things bio-based
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There is a market

• Will consumers pay more for “green” packaging?*
– Yes, research suggests …

• More than 40 percent find the concept highly 
desirable

• Seventy-four percent of those who rated it highly 
desirable said they would pay 5 cents more per 
package

• When consumers are educated, inspired or scared, 
they will embrace and drive change
– It is our collective opportunity and obligation to make 

it a positive one

* Source: Brand Packaging, July-August 2003



Taking the Field

Putting on Our Marketing Caps
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Thought for today

It is not the facts that are of chief importance, but the 
light thrown upon them, the meaning in which they are 
dressed, the conclusions which are drawn from them, 

and the judgments delivered upon them.

- Mark Twain
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Science vs. Emotion

Public Perception Formula:
Acceptance of New Technology

Worth of potential benefits
- (Rational worries, potential costs and implications)
- (Irrational, unfounded worries)
+ (Knowledge about new technology)
+/- (Other factors such as bias, beliefs, background, etc.)

Net support/opposition of the new technology
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Where Do You Sit?

The Manufacturing Continuum

Commodity 
Producer

Custom 
Manufacturer

Process 
Improver

Niche        
Player
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High Trust

Low Trust

High NeedLow Need

Where Will You Stand?

Trust/Need Scale
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Where Would You Like to Go?

Unique position and 
manufacturing 

leadership

No unique 
position but high-
volume producer

DEAD ZONE

Poorly understood 
position and high-
cost manufacturer

Unique 
position but 
low-volume 

producer

M
A
R
G

IN
S

VOLUME
Note: adapted from University of Michigan
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Elements of a Marketing Plan

Distribution 
Plan

Price 
Plan/Margin 

Promotion 
Plan

Product 
Plan/Dev

Marketing
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Fulfill the 
Promise

Influence 
the 

Experience

Frame the 
Demand

Illustrate
the

Vision

Communications 
Program

Control your 
own information, 
messaging and 
brand

Credibility in 
everything you 
do since it 
reflects the 
values, vision 
and vitality of 
your brand

Setting the “Top” in Motion



Framing the Demand

Getting Consumers and Government Out of 
Their Comfort Zones
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The Time is Now

• An unprecedented confluence of factors has created an 
ideal window for making bio-based mainstream
– Market opportunities are ripe for the picking
– Need to determine which are most relevant to your 

business plan and market appropriately

• But, just being different does not guarantee market 
success
– Remember the dot.com days
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Show the Value

• We need to always frame 
bio-based in a context that 
the public and potential 
customers can relate to:

– It works just like …
– It has similar performance 

to …
– It features improved …
– You’ll benefit from …



Illustrating the Vision

It’s Time to Think Outside the Barrel 
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Being “Green”
• Saying you’re better because your product or technology 

is bio-based is not good enough … you must prove it
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You Must Sell the Vision

• Retailers and brand owners want a sure thing
– Need to demonstrate that there is a viable market
– Need to demonstrate it is relevant to their format, product 

mix and customers
– Need to demonstrate it will work for them

• Anticipate the hurdles and plan accordingly
– Don’t assume everyone else shares your vision

• Change is hard
• Change is risky
• Change carries a competitive response

• Vision and reality must be communicated in unison
– “I may embrace a vision, but I can buy a reality”



Fulfilling the Promise

Bio-based is a Long-term Solution for 
The Current “Turm-OIL”
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Think Source +

• Source is interesting, but not 
everything

• Performance and price matter 

• Being “on shelf” (proof) is critical

• Successful marketing of bio-
based products requires:

Performance 
+ Price 
+ Proof
Success

Source: Wall Street Journal, Oct.. 12, 2004



Influencing the Experience

Go for the $$-Green-$$
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Education is Essential

• Making bio-based 
mainstream requires 
ongoing customer and 
consumer education

• Make it relevant

• Keep it simple

• Be intuitive

• Have fun with it

Source: Orlando Sun-Sentinel, Oct. 22, 2000



Boom or Bust?

Back to the Million Dollar Question
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Back to the Million Dollar Question

If you build it … will they come?

Do you:
• Meet a market need
• Offer a price and performance 

benefit
• Have a sound business and 

marketing plan
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Back to the Million Dollar Question

If so then …

Absolutely



Thank You

Stephen A. Halsey
Shalsey@gibbs-soell.com

(847) 519-9150
www.gibbs-soell.com


